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Dependability that points the way. . 




Eiirl) »'\|tl(tror.«. cxli'iKliiig llie liiiiilt of llio 
known world. r»'lic(l iiKiinly upon eoiiriijrc 
iind iii>tinct to find their w:iy. Charts and 
maps— wlien thcx e\i.<tod at all— wore niici-r- 
tain and doccptivo. 

Hut an o\pandin<; rix ili/ation with an 
('\e n]>on now land.* and world trade 
dcniandcd >oniethiM<: hetlcr. nn)re depcnd- 
;d)Ie. Xew nu'thod> of na^i}:ation rcsnlted 
in new. in(•rea^iII•Ily aocnrale rliart?. Only 
hy perfecting; dependahility in the guides 
thc) followed could navi<;ators hope to tra- 
ver^e the world with safety and swiftness. 



Dependahility. a guiding factor in the 
de\elopiuent of .-t'ienee. eonnnerce and all 
progre.«>. i.< no le^s an essential in the serv- 
ice that the seven Fort Industry stations 
render to ^e^en important market> where 
more than 2().()00.0()0 people live. 

From Florida to Ohio, over thou.-and> of 
>(piare miles, in hig cities and <mall ones. 
Fort Industry stations are depended upon 
hv their listeners for the hest that l)roadca>l- 



ing can offer. 



\dvei ti>ers who do the same are ne^er 
disappointed in the results. 




THE FORT liXDUSTKY COMPANY 

\\>ri), lolnln, (). • W \V\ A, W hoclinp. W Va. • W.M.VIN. Fairiuniil. W \a. 
W I.OK. Lima. (). • W JUK'.D.iroil, Midi. • W ACA. Ailnnia. (Ja. • WCUS. .Miami. Kla. 



" )nu ran Unnk tm ti 
I Off liitlu\lrY Sititinii"* 
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NIGHT FOOTBALL 
WILL CHANGE 
HOOPERS 



DEALERS GET 
PROGRAMS 



250 BMB 



SUBSCRIBERS BY 
CONVENTION 



INDEPENDENT 
STATION 



LISTENING UP 



CONTESTS BRING 
PRODUCT & 
PACKAGING INFO 



IMPROVING 
TRADE 



RELATIONS 
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Night football, never a serious contender for the spectator sports 
dollar or broadcast audience, will present a serious threat to well 



established programs and stations this fall. These sports broad- 
casts will have sponsors all over nation. In Detroit alone six of 
University of Detroit's big competitions are at night. They'll be 
presented over WJBK by Nash Motors, division of Nash Kelvinator. 

-SR- 

Dealer demand on General Electric for advertising (reported in July 
SPONSOR) has had results. The lamp division is sponsoring Willie 
Piper on ABC. GE itself will sponsor Fred Waring on NBC starting 
October 6 and it has bought "House Party" on CBS as of December 1. 

-SR- 

Before NAB convention in Atlantic City (September 15) BMB will have 
passed 250 mark in station subscriptions on its new 15-point plan. 
There's little doubt that money needed will be raised. 

-SR- 

Independent stations throughout nation are showing up number one in 
local area reports time and time again. During past four months 
baseball has accented this trend. In Cincinnati, WCPO led Queen 
City parade in last Hooper report. Night baseball is partially 
credited with WCPO win but in other areas music plus news every hour 
on hour has done things to local audiences. Listening habits in 
Fort Worth, Louisville, Memphis and Worcester have changed. In 
Pittsburgh on one Sunday afternoon (May 18) from 2-7 p.m., station 
WWSW had 57.5 per cent of sets-in-use while four networks and 
remaining independent stations shared other 42.5. 

-SR- 

Realization that contest entries can develop vital product and mar- 
keting information is growing at most package goods manufacturers. 
Recent consumer information, developed primarily through radio and 
black and white contests by Fisher Flouring Mills Company, has 
opened a number of executive eyes. 

-SR- 

Current survey by Grey Advertising Agency on poor relations between 
department stores and their sources of supply highlights fact that a 
few big stores have realized this and are stressing brand names of 
their suppliers on broadcast programs. Trade relations can be im- 
proved just as are employee relations (August SPONSOR) . 



SPONSOR APPOINTMENTS 

SPONSOR announces the appointment of Lester J. Blumenthal as Advertising Director 
effective August 18. A veteran in the field of broadcast advertising, Mr. Blumen- 
thal prior to the war was affiliated with BBD&O and Headley-Reed Company, New York. 
More recently he was associated with THE BILLBOARD. He will headquarter in New 
York. Another recent addition is Kay Brown, formerly timebuyer with Young & 
Rubicam, New York, who is in charge of SPONSOR'S new Chicago office. The address 
is 410 N. Michigan Avenue; telephone, Whitehall 3540. 
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TV DOOR OPENER 
FOR NEW 

AGENCY BUSINESS 



RALSTON PROMOTES 
SAFETY CAMPAIGN 



ABC AND MBS 
UP BIG MARKET 
COVERAGE 



POPULATION 
SHIFTS 

IMPORTANT IN 
SPOT PLANNING 



P&G's 



BIGGEST 
PROFITS 



MONEY IN 
THE BANK 



MUSIC FOR 
LOCAL NETWORK 
COMMERCIALS 



Agencies that have invested in television experimentation are using 
it to prove to prospective clients the importance of video knov/-how. 
American Tobacco, who will try football telecasts this fall, have 
placed the business with television-wise N. W. Ayer v/ith disclaimer 
that there is rift between ATC and its regular agency, Foote, 
Cone & Belding. George W. Hill, Jr., vp in charge of advertising 
for American, will be working closely with Ayer on its football 
scanning . 

-SR- 

Ralston Purina will drop all commercial copy on "Tom Mix Show" for 
week (September 22-26) and turn time over to "Tom Mix Safety Cam- 
paign" which proved such a success last year. 

-SR- 

ABC's station affiliate plan calls for outlets in nation's top 200 
markets . By end of 1947 its 265 stations will cover 167 of these 
markets, according to John Norton, ABC station vp. Standing joke 
about MBS, i.e., it adds stations before they are licensed by FCC, 
is rapidly being wiped off timebuyers' faces by Bob Schmid, vp in 
charge of station relations. His job is to raise level of MBS 
stations' power and big city coverage. Fifty-nine MBS stations have 
been granted power increases in past six months and 20 stations with 
5,000 watts were added during same period. 

-SR- 

Population shift information is important to advertising men when 
planning spot campaigns. National population increase over 1940 
census, as revealed by Department of Commerce, is 5.3 while New York 
and New Jersey during same period only increased 1.7 and 1.5 re- 
spectively. Figures are as of June 1946, but indications are that 
nothing has happened to change shift in past year. 

-SR- 

Procter & Gamble, leader of air soap parade, reported largest sales 
and profits in its history for year ending June 1947, despite re- 
serve of $14,000,000 to cushion possible decline in value of inven- 
tories. Net profits for year were $52,924,171 against $25,022,241 
for 1946. General Foods, because of drop in market for raw ma- 
terials, of which it had sizeable inventory, reported that for first 
six months its net was S8, 136,000 as against S8, 936, 000 for first 
six months of 1946. General Foods sales jumped from $151,648,000 in 
1946 to $189,435,000 in 1947. 

-SR- 

Current need to sell people who are not buying is indicated by fact 
that savings bank deposits in Metropolitan New York have reached all 
time high of $7,600,000,000. Another indication of same "sell me" 
attitude of public is fact that business failures are approximately 
five times higher in 1947 than 1946. 

-SR- 

Tip that AFM President James C. Petrillo may relax prohibition 
against incidental music going over networks for web programs spon- 
sored locally is seen in fact that three out of four networks will 
have comedy plus music programs available as co-ops this fall. 
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BEER REPORT 

L.ist ViVek Mr. Harris Perlsteiii, Presi- 
dent of Pabst Brewing Q)mpany, was in 
New Yoik and wc both read witii a great 
deal of interest an article in your August 
issue on beer. 

You have done a very thorough and 
methodical job of reporting. 

C. E. Staudi.vcer 
Vice President 

Warwick & l.egier, i\'ew York 



Your tabulation of beer radio advertis- 
ing in the August issue is extremely 
interesting. 

Our client, the Olympia Brewing Com- 
pany, lias been sponsoring Cecil Solly, 
iioted gardening authority, for inany 
years. He is broadcasting on three 
Washington State stations, KIRO, KING 
and KGA. 

This program has done one of the out- 
standing public-relations jobs in the 
brewing industry and we feel slighted that 
your sources of information overlooked 
this outstanding use of radio by a fine 
regional brewery. 

J. P. Havery 

Botsjord, Coiistantiue & Garduer 
Seattle 



W'e cad with intense interest your 
article, Beer, in the August sponsor. 

If possible, we would like to have four 
or five reprints of this article to distribute 
to one of our clients, the Geo. Wiedemann 
Brewing Company, Inc., of Newport, 
Kentucky. 

This brewery, founded in 1S70 and 
brewers of two fine products. Wiede- 
mann's Bohemian and Royal Amber 
Beers, also carries an extensive local and 
regional schedule, primarily in Greater 
Cincinnati and the South. Besides live 
and e.t. musical programs, Wiedemann 
does a great deal of spot scheduling, some 
recorded by Milton Cross, others (singing 
co.'iimcrcials) by WLW"s American ballad 
singer. Ernie Lee. 

I noticed the mention of Bruckmann in 
your listing of "August: Beer," and for 
that reason thought )ou might also be 
interested in perhaps the most [X)puiar 

Please turn to /wije 70) 
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METROPOLITAN 
MARKET 
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WKAP 
KVET 

'WORL 
WFAK 
WTIP 
WSBC 

**WJBK 
KNUZ 
KWKW 
WNEX 
WHHM 
KARV 
WMIN 
WBNX 
WLOW 
WDAS 
WWSW 
KXLW 
KONO 
KUSN 
KEEN 
WWDC 
WHWL 
WTUX 



Mlentow n 
Austin 
Bo.ston 

Charleston, S. C. 

Charleston, W. Va. 

Chicago 

Detroit 

I loiislon 

Los Angeles 

iMacoii 

Memphis 

Mesa -Phoenix 

Minn. -St. J'aiil 
New York 
Norfolk 
Philadelphia 
Pittsburgh 
St. Louis 
San Antonio 
San Diego 
San Jose 
Wash., D. C. 
\\ ilkes-Barre 

» 

Wilmington 



• except in New York except in Chicago 

For joe Offices 

New York • Chicago • Philadelphia 
Pittsburgh • Washington* Baltimore 
Los Angeles • San Francisco 



SPONSOR 




get business , get the audience 
• • . with ZIV Shows 



Radio's most brilliant dramatic 
half hour, with Mr. Ronald Col- 
man as host and narrator. Out- 
standing cast includes Benita 
Hume, Edna Best, Lionel Stander, 
Vincent Price, Lurene Tuttle. 
Symphonic orchestra, Claude 
Sweeten, musical director 




In the ZIV tradition of fine shows, all these and more ZIV pro- 
ductions are building audience for 675 stations . . . building sales] 
for 1 1 85 sponsors ... to help both get more business In an Increas- 
ingly competitive economic market. Write or wire for details today. 



SONGS OF 
GOOD CHEER 



A choir of gorgeous voices, 
and guest soloists, in a 
quarter hour of favorite 
songs. Orchestra directed 
by Vladimir Selinsky; nar- 
rator, Lawrencp Elliott 




OLD 

CORRAL 



Starring Pappy Cheshire, 
famous western story- 
teller, and a big cast of ^ 
vocalists and instrumental- /\ 
isis in songs of the open 5^ 
range 




Wayne King 
Show 



A glorious half hour fea- 
turing the Incomparable 
music of the waltz king, 
his golden saxophone and 
his orchestra, with vocals 
by Nancy Evans and Larry 
Douglas; Franklyn Mac- 
Cormack, narrator. 





sparkling quarter-hour 
musical, starring America's 
favorite romantic tenor, 
with Jimmy Walllngton, 
Donna Dae, and the music 
of Buddy Cole and his 
men. 



PLEASURE 

mm 



Vincent Lopez, Mlifon 
Cross, Jimmy Walllngton, 
the Modernalres, Paula 
KellVr-DIck Brown, Lillian 
Cornell, the Pleasure Pa- 
rade orchestra and guests 
in a lavish quarter-hour- 
musical. 




I BOSTON 
IILACKUi: 



One of radio's fop mystery 
shows. Top ratings every- 
where . . . Louisville, 21.7 
. . . Youngstown, 21.3 .. . 
Cincinnati, 16.9 . . . Min- 
neapolis, 16.5. Radio's 
best point-per-dollar buy. 




m 



America's funniest hus- 
band and wife in a three 
or five a week strip. A 
leading network show for 
years, with great ratings 
everywhere. 




r 




V 



Western adventure stories, 
featuring the greatest 
U. S. Marshal ever to ride 
the western plains. Com- 
plete merchandising plan 
with premiums. 



I 



y. S. Van Dine's famous 
detective character 
ligh-rated half-hour 
ery drama. Each program 
3 complete story. 




BARRY 
WOOD 
SHOW 

A smooth-as-silk quarter 
hour, with your singing 
host, Barry V^ood, the 
lovely voice of Margaret 
Whiting, the Melody 
Maids, and the brilliant 
arrangements of Hank 
Sylvern and, his orchestra. 




KOBN s 

EOBBLEBS 



The band of a thousand 
gadgets and a million 
laughs . . . presenting a 
wide variety of music 
ranging from the classics 
to comedy and novelty 
tunes. 




yiORE PROGRAMS FOR MORE 
SPONSORS, ON MORE STATIONS 

ISIT OUR BOOTH No. 1 10-1 1 2-1 1 4 N.A.B. CONVENTION 



i 



r 



Remember the 1 
story about... 




the acorn . . . 




and how it grew.. 




and grew and grew? 

W-W-D-C has had just about the 
same experience. Starting tiny, 
W-W-D-C has the second most 
loyal audience in our great 
capital city. If you want to be a 
success in Washington, D.C., stick 
with a success . . . W-W-D-C — 
W-W-D-C— FM! 




Mr. Sponsor: 




II. IS. Sfctlcr 



Advertising Director, Standard Brands 

ver since the House of Morgan put Standard Brands together 
in the boom days of 1929, the food firm's merchandising 
thinking has been basically Spartan simplicity: "Put it on the 
shelves — move it off the shelves." Advertising is what moves the 
dozen or so Standard Brands consumer products off the shelves 
and into American pantries, with radio carrying the major share 
of the burden. Last year Standard spent $2,017,974 in, radio, 
nearly twice what it spent in magazines. 

Don Stetler's job as advertising director at Standard Brands 
is no cinch. He has to ride herd on three of radio's top network 
shows (One Man's Family, Bergen-McCarthy, Fred Allen — all 
NBC) and numerous national spot campaigns . . . and keep them 
all selling Standard products. Stetler has seen air advertising 
virtually lift Standard Brands to a top-ranking food corporation. 
He was assistant ad manager when Standard reversed the slump- 
ing sales curve of Fleischmann's Yeast in the early thirties with 
"Yeast for Health" pitches on the old Rudy Va I lee Show. When 
Standard capitalized on its rapid distribution by buying the 
then-obscure Chase and Sanborn coffee firm and delivering coffee 
to stores daily in dated bags, Stetler helped make American 
women conscious of "dated" coffee by having it plugged early and 
often on the air. By the time he moved up to become the firm's 
advertising director in 1939, he was thoroughly schooled in the 
techniques of radio selling. 

Stetler is well liked around the eight agencies placing Stand- 
ard's ad business, and is considered a "regular guy." He doesn't 
pal around with the talent on his shows, but they swear by him, 
rather than at him. 



Only one other station in 
Washington has more 
loyal listeners 

WWDC 

AM-FM-The D.C. Independent 
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new and renew 



SPONSOR 



PRODUCT 



AGENCY 



STATIONS 



PROGRAM, start, duration 



V 



Army Rccruitinft Service 
Cats Paw Rubber Co. 
Continental Pakinft Co. 
Hat Research Foundation 
Kaiscr-Frazer Ccrp. 

Leaf Brands, Inc. 

Maryland Pharmaceutical Co. 

Raymond Labs. 

H. H. Tanner Co. 

VIck Chemical (]o. 



Institutional 
Rubber heels, soles 
Hostess cakes 
Institutional 
Automobiles 

Leaf Gum 
REM. REL 
Rayve Creme 

Sha mpoo 
Portrait Home 

Permanent 
All products 



N. \V. Ayer 1300 

S. A. Levyne 35-45 

Ted Kates 47 Pacific 

Grey 50 

Swaney, Drake and 145 

Bemcnt 

Bozell & Jacobs 90-100 

Joseph Katz 100-125 

Roche, Williams & 18 

Cleary 

Jtozell & Jacobs 10-2I» 

Morse International 125 



Transcribed announcements; early 1948; 13-52 wks 
Transcribed announcements; Alifi-Sop; 13 wks 
Transcribed announcements; Aug-Sep; through Dec 
lianscilbed announcements; Sep 27; 13 wks 
1r?nscribed announcements; Aufi-Sep* 13 wks 

Transcribed spots, breaks; Sep 1 ; 52 wks 

Transcribed announcements; Auft-Sep-Oct; seasonal 

Transcribed announcements; Aug-Sep; 13 wks 



"Favorite Story*' e.t.*s; Au£-Sep-Oct; 
Local programs; Sep 15; 26 wks 



13-52 wks 



SPONSOR 



AGENCY 



NET STATIONS 



PROGRAM, time, start, duration 



American Bird Products Inc. 
Ballard & Ballard 
Cardinet Candy Co. 
Carter Products Inc. 

Coca-Cola Co. 



Wcston-Barnett MB.S 

Henri, llurst & McDonald CBS 

Rlliott Daly NBC 

Sullivan, Staufler, (k>l«ell & MBS 
Bayles 

D'Arcy CBS 

Foote, Cone & Bcldine ABC 



I l.S American Radio Warblers; Sun 1 :1.S-1:J0 pm; .Sep 7; 26 wk 

28 *Renfro Valley Polks; SThFS 9:I5-9:4.S am; Sep 4; .'52 wks 
S Paciiic David Street Show; Fri 8-8:15 pm; Aul> 8; 52 wks 
20(1 Jimmy Fidler; Sun 8:3n-8:4.S pm; Sep 7; 52 wks 

161 Pause That Refreshes on the Air; Sun <t:Mt-7 pm; Aug 

52 wks 

261 Breakfast Club; MTWTF 9-9:15 am; Sep 1 ; 52 wks 



Toni Co. 
^Expanded time. 

{Fifty-two teeekt generally meant a 13-vceek contract with optiont for 3 tuccettive t3-wc€k renewaU. ICt subject to cancellation at the end of any 13-week period) 



/leneuiall On 








SPONSOR 


AGENCY 


NET STATIONS 


PROGRAM, time, start, duration 



American Cyanamid Co. 
American Tobacco Co. 
nallard $i Ballard 
Electric Companies 

Advertisinfl Proftram 
Emerson Drug Co. 
Omnlhook Corp. 
Radio Corp. of America 
Ralston Purina Co. 
Richfield Oil Corp. 
Safeway Stores Inc. 

Sterling Drug Inc. (Bayer <:o. 

<liv.) 
Sterling Drug Inc 



Hazard 


ABC 


170 


Foote, Cone & Belding 


NBC 


161 


Henri, llurst & McDonald 


CBS 


28 


N. W. Ayer 


CBS 


I.S4 


BBD&O 


CBS 


149 


Schwab & Beatty 


CBS 


29 


J. Walter Thompson 


NBC 


153 


Cardner 


MBS 


152 


llixson-0*Donnell 


NBC 


8 Pacific 


J. Walter Thompson 


NBC 


28 Mountain 




& Pacific 


Dancer- Fitzgerald-Sample 


CBS 


149 




NBC 


143 






143 






143 






143 



Doctors Talk It Over; Mon 10-10.15 pm; Sep 29; 52 wk 
Jack Benny; Sun 7-7:30 pm; .Sep 28; hi wks 
Renfro Valley Folks; .Sat 9:15-9:45 am; Aug 3; .52 wks 
Hour of Charm; Sun 4:.3«-.'i pm; Jul 20; 52 wks 

Inner Sanctum; Mon 8-8:30 pm; Jul 28; 52 wks 

Lee Adams; 10:15-10:30 am; Aug 23; 13 wks 

RCA-Vlctor Show; Sun 2-2:30 pm; Aug 3; 52 wks 

Tom Mix; MTWTF 5:4.5-6 pm; Sep 29; 52 wks 

Richfield Reporter; MTWTF 10-10:15 pm; Aug 3; 52 wks 

Dr. Paul; MTWTF 3:45-5 pm; Aug 11; 52 wks 

American Melody Hour; Wed 8-8:.*0 pm; Jul 16; .52 wks 

Backstage Wife; MTWTF 4-4:15 pm; .Sep 15; 52 wks 
Stella Dallas; MTWTF 4:l.'i-4:30 pm; Sep 15; 52 wks 
Lorenzo Jones; MTWTF 4 :30-4 :45 pm; Sep 15; 52 wks 
Young Widder Brown; MTWTF 4:45-5 pm; Sep 15; 52 wks 



SPONSOR 



AGENCY 



STATION 



PRCX5RAM (time, start, if set) 



Botany Worsted Mills 
BVD Corp. 

Elgin National Watch Co, 
Ford Motor Co. 
General Motors Corp. 

(Chevrolet Div.) 
Hanneil Food Products Co. 
Keeley Brewing Co. 
Packard Bay Ridge, Inc. 
Alexander .Smith Carpet Co. 

Union Electric Co. 
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Silberstein-Goldsmlth KTLA, Los Angeles 
WBKB, Chicago 



Grey 

J. Walter Thompson 
J. Walter Thompson 
Campbell- Ewald 

Raymond E. Nelson 
Malcolm- Howard 
Young & Rubicam 
Anderson, Davis & 

Platte^ 
Gardner 



WNBT, New York 
WBKB, Chicago 
K.SD-TV, St. Louis 
WABD, New York 

WCBS-TV. New York 
WBKB, Chicago 
WABD, New York 
WABD, New York 

KSD-TV, St. Louis 



Weather signals; .Sun 8:.59 pm; Aug 3; 13 wks (r) 

Weather signals; FrI 8:59 pm; Aug 15; 13 wks (r) 

Weather signals; semiweekly; .\ug 10; 21 wks (n) 

Time signals; semiweekly; Aug I ; 13 wks (r) 

Browns, Cardinals home games; 1 weekly; Jul 26; season (n) 

Western films; Tu 8-9 pm; Sep 30; 52 wks (r) 

Time signals; semlw-eekly; Aug 8; 52 wks (n) 
Chicago Rockets football games; Aug I ; season (n) 
.Spots; Th 9:30 pm; .\ug 7; 4 wks (n) 

Magic Carpet; alternate Fridays 8:30-8:45 pm; Aug 8; 52 wks r) 
Telequizicalls; Mon 8-8:30 pm; Aug 4; 13 wks (n) 




SPONSOR 



PRODUCT (or service) 



AGENCY 



\iiliTit .111 \Mil«- (■'n.. St. I.ouis 
I ml \M;ilr*' I >:i ui r S| iitliiis. New ^ ork 
itiTiii:iii*N \|tpll:iiu'CN. Oakliiitd. t^:ilif 
llt'ir> 4\ Iti-iiioii. (.'liU'uCd 

lli*rtli*it (.'n. (riit llu- Clict-N*- dl%.). S;in l*r;i iiilsiu 

ItrUklii t.iiiiitTii Cli>r|i.. S;iiil;i Miiiilt':i 

t luinii-Kurl lltinu* iVniiiini'iit \\':i*t*. St . I*;iul 

t liilrol Inc.. ^ ork 

II. ( (.•>!«• M till lift Cfi.. Ciu-Ntor. III. 

( iilU'Ut* I nil I'dtxl l*ri>d ui'tN. (:h)t';iC<> 

tiiMijiir ltrc%%liiti Co.. I*liil:idi*l|tlil:i 

Donifsiii- t .UfiiiU-iil (to.. Ni:iti:ir:i l-'ulls 

l.i'iiinird I'nink (■•!., St- I*:ili1 

I- A J. (;:illo Wiiu ry. Modi-sio. Calif. 

CliiNS CitiitaiiuT Mfrs, Instliuti*. S-.m rniiu-iscu 

CrciCiT ( iiiciiiniif i I'ord l>f:ili*rK .\Hhn. 

Ciirrlain Inc. \**\% ^o^k 

I 111 111 |idi*ii Hri'%% Inil Co. . W llliiKiiisvt t . Mass. 
Janu*.«v llaiili'> <'.o.. l'ro\ {dfiui*. H. I 
Ihiitli «\ (ti^, <.>iiflK'i' 
lliill llrt'w lag ( .'ii.. Now llavcii. Conn 

jirT>-i)oc Co.. i.us .\iia('Us 

Ki-ystoiK* l.iiinhiT < :o.. 1*1 1 tsluirAli 
Klnilit-ll <.'aii(ly <'u.. <tlikuAo 
Li'iitllnC t.'iiiiuii Mills. .Nfvv ^o^k 

Lvf t;(ir|». of \i*v\ ^ork (SwafiUiTsol div.). Ni-w ^ork 

l.fslli' Sail C(».. Sail l-raiitlsco 

Mallar> l-'urnilun* Slori's. Ni*\\ ^(lrk 

MaitU>>' Inc.. Kansas <;ii\ 

Ma>fair MaAa/iiic. \f%% S ork 

Mt-ii's Til' I'liuiidatiuii Inc.. I^liiladclplila 

Loiils .Mllaiii I'ooiK. I.us \nAvk>s 

Missldii Inn. KlviTsfdo. <*iilif. 
National rai klng <.'iirp., Nl*\v ^ ork 
\iirili\M*si \iit CirowiTs Inc.. Duiidin*. On*. 
Nor^ell Lamp \laki'rs. I >orcIU'stiT^ Mass. 
\inri-<:ola Inicrnallonal Corp.. New York 
tJaklanil 1 nunc & \\le Cu . OakliinJ 
(). I>. Clifniiciil Corp.. Manhatian 
l*ilot Uadio Corp.. Konu Island (.'ity 
I'ioiUHT I hmif I niprn\-i<nii*ii t Co.. N'l'w-ark 
l*itfsluirtili ItrcwinC Co. (Khcrliardt & <)hi*r l(ri*\viTy 

div.). IMttsliurAli 
I'laracot (in.. Chicago 

l*li'.\i- Top Ini-., Di'trnir 
INiM Watih Co.. New ^■ork 
i'roi ti-r A (;anihle. Ciniiniiatl 

Oiii(k-N\ay Household (Products, l.os .\ngeli*!f 
llal Koaih l^roduitions. Hollywood 
Klio<li-x and Janiifson Ltd.. Oakland. Calif. 
Rii-Hx Co.. -St. I*aul 
Sloaiu'-lthibon Corp.. New York 
Snihh. Ilariify it Co.. Ni*« ^■o^k 
Sta/.f Inc. 

.StronibiTfi-Carlsoii Co.. RochvstiT 
^luilin Cirk Miainpoo; Botnuc IU*II Cosnivtics. Los 
A nicies 

IVa <larUfn Products. .San l-'rancinco 

ro>- Menaiicric. Itcvcrly llilis 

IVaiLscon I incs. Los .Anficics 

Irhiiiv Alps Kcsori. California 

I'unc-Dlsk Kci-orits Inc.. Philadelphia 

I 11 1 led States Itrcw in ft <;o.. < Ihicafto 

\an Itcsia Co.. Itrooklyn 

Xettits l-'oods of l.os An£cU-s 

K. Waliacc A: Sons. Toronto 

L. K. Ward. I,os Aniiclcs 

<.. I,. Wchslvr. Chcriton. Va. 

White Castle System Inc.. Coluniitiis. <>. 

Willis .Air Ser\ice Inc.. Teterlior**. .\. J. 

Wonder Wash <.t»rp.. New ^ <.rk 

\I.NT Spanish l-Wd Co.. Los .\nfieles 



<j>ok*N Imperial \^tiies 
Handnfi histrucilon 
Household applkanccH 
Hon Iturrle cloihert 
<'<ltiafie chcche 

Movie C'.inieras. ei|uipiiieiit 
IVrmanent wave kit 
Hair prodiicis 
Onu'fia Klour 
l-*ood products 
Cooper and N'aniar Iteer 
Sodlte waKlifnfi Nulutlon 
Old LnfilUh Styie piKhlinfis 
W IncN 

liihtituilnnal 
I'ord cars 
IVrf unu'% 
Hampden .Me 
Heer. ale 

Oniefta and Tissol wau hes 
lieer. ale 

Mot dog dispensers 

Lunilier. huiKliiig materials 

.SinackN ('ocoanut liar 

IVarl-Caie plHow cases 

LadieN* fashion accessories 

Salt products 

<Ihaln f itrnit lire stores 

iNipcorn 

Institutional 

St. \'uleiit ine*K Day tie sales promotion 
Salad dreNsiiiA 



Motel 

Kitty Snicker (Uit I'ood 
I'ilhertK. wain uts 
La 111 ps . 
<:ol:i drinks 
\utu. truck repairs 
Pink Magic Deodorizer 
Uadlos. I'M recehers. tele\lKion sets 
Interior decoration 

IJeer . 

Plastic, rayon, cotton wa»h cloths. 

towels 
Plasticauto tops 
Watciies 
Cliipso 

Dreiie Shampoo 
Wall cleaners 
Xl<i\ies 

Hart li-iiio\'in£ ei|Uiniiu ii t 

Ku-Kx (proprietary) 

l-'loor, wall covcrinfis 

Investment banking, brokering 

Sta/.e. OKaze. OKaze Dental Plate Itrush 

Radios, radio equipment 

(.'osmetics 

Preser\'es. jellies, etc. 
'ro>-s 

Trucking service 
Kesort hotel 
Records 
Iteer . 

Prepared dessert mixes 
Packaged dried fruit.*!, vegetables 
Siherware 

Chain electrical stores 
Tornato products, fruit preserxes 
Restaurant chain 
.\ir travel. Hying school 
Synthetic deterfieni 
l-'ood products 



MilliMi NN'eliiberg. Los -Angeles 
.Albert l> rank-<f uent Iter l,a%v. New ^ ork 
Jewell. Oakland. Calif. 
Kuttiier & Kuttner^Iliicago 
Young & Rublcam. .San Francisco, for West 
Coast 

Klitten & Thonias. Lon .Xngeles 
Harry IL (U)hen. New York 
(^>le & ( Jiason. N'e« York 
(iardner. New ^'ork 
John W'. Shaw. Chicago 
J. M. Korn. PliMadelplila 
Kllis. liufTalo 

.Melamed-llobliN. St. Paul 

Harrington. Whitney & llursi. San Krancisco 
J, W*alier Thompson. San Francisco 
.Asf»ociati*d Advertising. (Cincinnati 
Ahhott Kimball. New York 
Reingold. lioston 
I lixstui-O'Donnell. New York 
James Fisher, Toronto 
Lindsay, .New Haven 
J. T. Cros.sley. I-<is .Vngefes 
IHtD^cO. Pitishurgh 
Jim Ward. Chicago 
Posner-Zahln. .New York 
Litulsay. N'ew ^ ork 
McCann-ErlcksiHi . San Francisco 
John A. Klnneran. New \<%vV. 
Landshaft. HufTalo 
(Charles Jay. New Yoik 
Abner J. (Jelula. Plilladelpliia 
(iarfield & (iiilld . San Franc isCo. fni West 
<:oast 

Itrisacher. \*aii .N'urden. Los Angeles 

Kudner. N'ew ^ ork 

Pacific .National. Portland. Ore. 

Arthur V . iJrovMi. llosion 

William II. Weintraub. New Y4»rk 

.Vd Fried. Oakland 

AdaIr A: Director, New York 

Alfred Paul Herger, New York 

Levy. Ne«*ark 

Itond and .Starr. Pittsburgh 

Richard Bradley, Chicago. f<ir radio 

Mercread>' & C<i.. Newark 

Laurence I'ertig, Ne«* ^ ork 

Itenton A: IJowies, .New York 

Compton. .New ^ ork 

Abbott KImbnII. Los .Angelas 

Buchanan. Ue\*erly Hills 

Ad Fried. Oakland 

Harry IJ. (Colien. Ne« ^'ork 

Geyer, N'e«ell & Ganger. Ne« ^*ork 

N'eweil-Fmmett, New York 

Duane Jones. New York 

Federal, New York 

.Morgan. Los .Angeies 

BltD&0. .San FVancisco 

Adoiplie W'enland. I loll}'N\'ood 

R. W. Webster. Los Angeles 

Pat l^itrlck. (;iendale 

Frank I'revor Kessler. Philadelphia 

Roy S. Durstine. CliicaOo 

Georfie P. Buenle. .N'ew ^ ork 

Tuilis. Los Angeies 

Kllington. Ne\\ ^'ork, for Canada 

Harry J. Wendland. Los AnCt'h'-'i 

Al Paul Lefion. New York 

(Jeorge P. Ituente. .New \ork 

Raymond E. Nelson. .New York 

Adatr & Diiector, New ^ ork 

Davis, Los Angele.s 



Sp<Ui4o^ PeA4ja*t.nei GUa*ufe4, 



NAME 



FORMER AFFILIAT.ON 



NEW AFFILIATION 



Croxt-r J. Halilhorn 
Kay l>. Itiirri ti 
I rank I*. Hell 
Kuih Hrow lie 
William t lt>rrs 
Rlc Cl;irk 

t:iiarles I . Darweiit 

Uolu-n M Howling 

Uostoe Duncan 

Orriii I Duiihip .Ir 

James I- I ti;in 
I rina I- rl«'Nsnii 

t li.irlfs ( 1 1. 1. IN 



Itlat/ Urewlng Co.. Milwaukee, district sales 
manager 

Soiithiaiid Life I iisurance Co. , Dallas, advertising 
director 

W eco Prod acts Co. . (Mi lea go. \p, gener,ii sales 
iiiaiiager 

liullins Department Store, L<iiig Beach, Calif., 

assistant to ad\ertislng manager 
Jam Handy Organization, Detroit 

Morgan. Piioeiiix 

\rtuoiir & (*o.. (^liicaUo. assistant uilvertising 
ma iiager in charge canned food, new spaper 
advertising 

(bluett. Pealtody Co., New ^■ork. Sanforl/ed 
div.. sales, advertising manager 



Radio i:tirp. of America. New ^ork. advertising. 

piililii lt.x direcii»r 
Ki'ii>(»n»\ lckli:irdi. Ne\s ^iirk.cop.^ dept. head 



lt>tr-Kolnick C. 



. Ciirland. 'IVvas 



.Same, (^reat Lakes div. manager 

l''irsi National Bank. Dallas, advertising. puh{ic relations 
siafT 

(•rove l.nboratories, St. Louis, sales dirii tor 

Jennings Furniture Co., Porihind. Ore., advertising man- 
ager 

(^rosley Motors I iic. , Cincinnati. ( >.. Marion. I nd.. sales 

manager 
Morgan. Los Angeles, manager 

S. (.*. Johnson .Son Inc.. assistant ad\i>rtislng niaiKiger. 
Johnson's Wax 

.Same, general manager 

Crosley Broadcasting Corp.. Cincinnati, acting tlirector 

tele\'tsinn operations 
.Same, ^p in charge advertising. publicil\' 

Doliert>. ClifTi>rd Slienliold. New ^ork 
■Shulton Inc.. New ^'ork. advertising manager 

■Same. F.astern sales head. New ^'ork. Rt-ststnl hats 



(ricase turn to f)age (yt<) 



</eic/o 



^hat one man's station has done 
to justify greater responsibilities 
in tomorrow's broadcasting 



.'""'idi 



NE\N AND 



It ivas 



GREATER FAClUTJtS 



N0W-7th OLDEST CBS AFFILIATE 

When ilie Columbia Rroailcastins 
System was cstablblud in 1927, KMEIC 
was among the oriRinal stations forimi- 
lating the new network. More than 20 
years of continuous service as a basic 
affiliate! 




BRUSH CREEK FOLLIES 

Down througli the years KMHC has 
been a great proving grounds for 
some of ra<lio's brightest stats to- 
day. Its well known barn dance 
IS now in the 11th successful sea- 
son of Saturday night stands. 




EXCLUSIVE MARKETCASTS 

For the eighth eonseeutive year, 
KiMliC (with Bob Riley as full- 
time marketeaster) holds exclusive 
rights to broadcasting official mar- 
ket reports direct from tlie world's 
largest li\-estock building. 




BEST IN SPORTS COVERAGE 

"Sporting Neivs" says it's so! Sam 
Molen wMS named in 1946 the 
middlewest's top sports commen- 
tator. No matter the competition, 
you'll find KMBC's "Voice of 
Authority in Sports" giving it the 
old one-two! 



nt^> 




\\apP^ 



•June 
for 3 

1^"" . SCO"'- 



lem' 



fton» 



s\i 



.•Voiid 



._,r,tc phases oi , 



four -''"Te'eel^^^r national 
oTietation ^'^'".f, for the tnuu 
taction in ;;//;kMBC reee^cJ 

7 radio s.ot.0". 




QUALIFIED EXECUTIVE OFFICERS 



n of them. 



from top 



Variety that ^'^^^ be 
exees to engineers, ^ ^ 



fortably »t home in 



Radio City or 



Karl 



■rper (r) ai 



hi ad I'P =■ 



itaff abundant in 



Itiioii'-'"'"'' 




KMBC SERVICE FARMS 

--^^ir^dir^^^-i 
'o.BC S rv ce r-rms serves 

IrrVH^l' a^evelopniental need to 
rural listeners. 



KMBC's news dcpa ^^^^ ,,eadlines. 

and U P- :;rjou™alUin graduates, 
newsmen are )ou 
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at OLr silver jiilee!! 



Back ill 1922 hardly anybody in Central jNew^ork Stale knew us. We 
didn"l know much of anybody, either. Tliat first niornin*; when we sipieaked 
'iieUo'" to Syracuse, we were just a dewy-eyed 50-watter with great 
asi)irations and few friends. 

But how things have changed in 25 vears ! Todav we could 
pack a place as big as the Yankee Stadium fourteen limes over with the 
people we count as our friends ! 

WSYR is a welldiked name in radio. Evervone. tliroughout 
23 rich counties that keep growing with us. knows WSYR. (In fact the 
latest Pulse survey shows that we're their top favorite. Local advertisers 
vote us first, too.) 

As the basic NBC affiliate in Central New York . . . with 5,000 
watts on 570 kc and a flair for bigtime local programming... WSYR has 
evolved a mighty long way from its 1922 infancy. And scores of advertisers 
— both local and national— have also come a long way with us in Central 
New York State. 

We helped 'em. And this year, when we reach that quarter 
century mark, more than a million loyal fans will be on hand. They're 
a profitable group for any advertiser to know. 





". / Qiiartvr Century of Service ' 

r)70 kc-50IIO walls 
ABC ill Cpiilral AewYork 

Uepreseiitt'd by Ileadley-Reed 



WTRY, Albany-Troy-Schenectady & WELI, New Haven are also H. C. Wilder Stations 
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CHICLE CO. ^ 



^ You'll think your advertising problems are simple 
when you compare them to those of American Chicle Co. and its 
agency, Hadger and Browning & Hersey, Inc. They've got six 
top brands of gum to promote. . . on six separate budgets ... in 
hundreds of markets throughout the country. 

^'ct, they say it's easy... with Spot Broadcasting! Chances 
are you've heard Station-break jingles selling Chiclets, Beeman's, 
Dentyne, Adam's Clove and Yucatan Chewing Gums and 
Sen-Sen Confccti»)n Countless times. Millions of people hear 
those jingles and bny! 

Ask your John Blair man how the flexible force of Spot 
Radio can solve your selling problems. .. simpleor tough .. .soon. 





JOHN 
BLAIR 



£r COMPANY 

I^W;gSS^*^tl NC LEADING RA 






Ollices in Chicaco • New fork • Detroit • St. Louis • Los Antcles • Sin Francisci 
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Return 




of the amateur 



Tyr4» |»r4»;: 1*21 HIS pull 
lisloiicrs: faloiif flood 

4l0S4M^ll4lili;£ 4»ll Kill! i4»IIS 



Born in 1926 over WCAU., 
made big business in 1925 
when Major Bowes took his 
WHN Amateur Hour to the networlcs. 
and quiescent during the war, talent 
opportunity programs are on the rampage 
again. (Not all the' amateur gatherings 
folded their tents during the war — there 
were a number of programs like Michaels 
Bros." Fox Amateur Hour [WMCA, N. Y. 
and Sachs' Amateur Hour [WENR, Chi- 
cago] which ran along their merry way 
despite the world conflict that took most 
of the talent to more vital if not greener 
fields.) Now Artiuir Godfrey's Talent 
Hunt is selling Lipton Tea and Soups, 
The Big Break is trying its hand at pulling 
Adam Hats up to the Lee stratosphere, 
Ken Soble will be mcing his Original 
Canadian Amateur Hour from CHML, 
Hamilton, Ontario, Mutual too is peddl- 
ing an amateur program, and new calls to 
"come and seize your opportunity" will 
be heard this fall throughout the nation. 

This is no accident. The hopeful- 
talent shortage is no more. Thousands 
are storming the networks and the sta- 
tions for the love of mike and that can 
result in but one thing -showcases for 
new talent. It's estimated that there are 
over 50 such programs planned for this 
fall. These local shows are good or bad 
depiending upon just how good the talent 
sense and the program-building sense are 
at each station involved. Some program 
managers state that it's also necessary to 
have a talent-relations sense — to be able 
to say "no" and make it stick when either 
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Waiting line is long and anxious for Lipton "Talent Scouts" program 



"Talent Scouts " Bessie Mack interviews a hopeful vocal trio 



the talent or its copy slant, i.e., the air- 
color of the prospective talent, just won't 
contribute to a program. The human 
color is just as important to the success 
of any talent opportunity program as the 
abilit> of the talent. If the listener doesn't 
feel an emotional link with the tyros 
before the micrcphone then the program 
will fail regardless of the ability of the 
perfomiers. 

Major Bowes was able to catch this 
touch of humanity despite his own cold 
s'oice, Arthur Godfrey gets across some of 
this feeling, but thus far it's been missing 
from the Adem Hats' broadcasts. It's 
present in a rowdy sort of way at the Fox 
Amateur Hour and on most of the other 
forms of the "open door to fame." 



Stressed in most current new-talent 
broadcasts is the fact that they do not 
exploit beginners. The Major Bowes 
traveling units which made a fortune for 
the Major were characterized by many as 
exploitation. Nevertheless they gave 
tyro talent experience that it might never 
have received had it waited for a full- 
fledged professional opportunity. None 
of the present programs have extensive 
plans for units at this time. Ken Soble 
may travel a few units in Ontario but his 
units aren't organized as a "big business" 
the way Bowes' were. Besides, Soble has 
a special unit idea. He authorizes local 
groups to make Ken Soble Tours for 
Talent units which entertain their own 
provinces and send the winners selected 



by audiences during their tours to appear 
on the broadcast Amateur Show. This is 
a version of the Eiowes idea of saluting 
talent from a different town each week 
and having those local towns do the 
voting on the boys and girls they felt 
most talented. 

The Big Break salutes talent from a 
different city each week, but the selec- 
tions are made by a group from the 
agency (Biow) who travel to each town 
and hold auditions. Before the special 
talent selectors come to the town to 
audition, an advance man has been there 
establishing talent sources, seeing to it 
that the local Adam dealers are aware 
that their town is to be the source of 
talent for a Big Break airing, and in 



Paul Whiteman joined Major Bowes on the "Original Amateur Hour" Canada's amateur king, Ken Soble, congratulates winner on Amateur hour 








The "Talent Scouts" trio reaches the "on mike" audition stage 



Two competitors on Adam Hats' "Big Break" are coached by Ray Bloch 



I 



general stirring up town pride and pro- 
motion. Thus far the towns canvassed 
have not been given the razzle-dazzle that 
the Bowes men turned on but the pace is 
to be intensified once the hot weather has 
been turned off and the fall hat-buying 
season is under way. 

Arthur Godfrey's Talent Hunt has no 
big exploitation plans, depending almost 
entirely on the Godfrey personality and 
the professional quality of entertainment. 
Bessie Mack, who screens the hopefuls 
who want to show their stuff on Talent 
Hunt, handled this chore for Major 
Bowes and knows just what she's trying 
to find for the program. Showmen still 
feel, however, that Godfrey is going to 
have to come up with something besides 
his drawl and professional-sounding talent 
if he's to lead the refurbished amateur 
parade. 

Mutual's plans for an amateur program 
are patterned after the Bowes formula 
with Bob Reid, former major-domo for 
Bowes, heading the package. As sponsor 
goes to press there's no signature to a 
contract and Reid in the meantime is 
doing a little piano program of his own on 
MBS, marking time. 

Michaels' Fox Amateur Hour is very 
much like the "get the hook" entertain- 
ment of vaudeville's heyday. So futile is 
the talent sometimes that the sponsor 
found it necessary to remove the bread- 
cast from the theater stage and broad- 
cast from a studio in the theater building. 
Theater audiences in Brooklyn, where the 
Fox Theater is located, were coming pre- 
pared to throw things when they didn't 
approve of what the amateurs were doing, 
and the catcalls were sometimes more 
colorful than broadcastable. 

Sachs' Amateur Hour, starting its 1 4th 



year this month, made its debut in the 
windows of Sachs' store on Chicago's 
South Halsted Street. Police and traffic 
regulations changed that routine iTi a few 
weeks and it has since been broadcast 
from an auditorium at 64th and Green 
Streets, the studio "A" of station WENR, 
and for special programs from the Civic 
Opera House, which seats 4,000. Sachs' 
like Michaels', is a credit clothing house, 
but Michaels' sells everything from under- 
wear to washing machines while Sachs' 
does its major business in clothing, and 
uses broadcasting as its major advertising 
medium, having a daily 15-minute piano 
program as well as its amateur presenta- 
tion, on WENR. 

Of the over 50 significant amateur 
shows scheduled for this fall more than 
half will be sponsored by time-payment 
clothing, furniture, or jewelry stores. 
Apparently local-talent-opportunity pre- 
sentations appeal primarily to those at 
the economic level which patronizes time- 
payment retailers. The other 25 or so 
are to be sponsored by retailers, many of 
them giant markets. 

Few amateur programs were listed as 
available for sale to national or regional 
sponsors in this NAB Evaluation issue's 
report of local programs available for 
sponsorship because most stations feel 
that they're the type of program that 
should have the advertiser right on the 
ground to take the plaudits or the rap. 
That's not true, however, of the new tjpe 
of amateur appeal that has been develop- 
ing during the past six months, the Do 
You Want to Be a Disk Jockey? kind of 
program. From VVNEW, New York, to 
KFVVB, Holly'wood, there's hardly an 
area that hasn't at least one disk-spinning 
talent-opportunity spieling session. Even 




WHN (N.y.) opporiunity seekers 



the nc«vp;ipiT I'M, which for yc;irs has 
editorially kicked disk jockcyin}; around, 
c<)->j'H)ns»red a Disk Jockey Derby, as they 
called it. ;ind all over the nation news- 
pa|X"is iire cooperating; with stations on 
fjivin}; locals a chance to spin disks for 
fame ;iiid fortune. These amateur ses- 
sions are practically sure-fire since the 
time allotted for talk between disks is 
short and the disks are professional so the 
projjram, even with the worst amateur 
disk jockey, is likely to be gcKxi. More 
often than not the reasons why the ama- 
teur selected the records are also fun, if 
not professional. 

Disk jockey programs this fall will es- 
tablish new records in listening and ama- 
teurs at the nation's turntables are almost 
a certain way to further increase audi- 
ences to block programed disk music. It 
also lends stature to the fine art of turning 
on charm and records at the same time. 
If hundreds of men, women, and teen- 
agers want an opportunity of becoming 
disk Jcxrkeys, there must be, reasons the 
average listener, something to the busi- 
ness of mixing talk and music on the air. 

The most successful disk jocke>' ama- 
teur sweepstakes are those that ask list- 
eners to submit their ideas of a perfect 
program and then has the winner of the 
competition, selected by a special com- 
mittee of showmen and musicians. The 
listener who submits the winning program 
conies into the station and piit> his select- 
ion of records on the air. The formula 




Amateurs are always 30od marquee material 



creates a minimum break in the continuity 
of a block programed sequence. Never- 
theless it adds the amateur touch to what 
is normally a fairly tight stylized form of 
air entertainment. 

Where the station desires to go whole 
hog for the amateur touch it generally 
brings in the would-be disk Jockeys and 
permits each to have a chance to intro- 
duce one pre-selected disk on the air. The 
listeners vote on the amateur they like 
best and that contestant is given a prize 
and an opportunity announce an entire 
program on the air. 

Actually disk jockey amateur programs 
are to a degree like Sammy Kaye's So 
You Waut to Lead a Band idea. They 
seldom develop talent that actually turns 
to disk-jockeying just as the Sammy 
Kaye routine never develops new band 
leaders. 

Amateur drama hasn't made much 
progress, either on the networks or local 



stations. Before the war there were a 
number of amateur dramatic hours but 
station staffs are still too tied up with 
operational problems to give the time and 
energy required to make amateur drama 
sessions profitable. The Big Break fre- 
quently has a drama-aspiring contestant 
with Eddie Dowling or some other dra- 
matic star playing with her, or him, 
before the mike. One trouble with 
dramatic talent in contest with other 
types of talent is that flash talent is more 
impressive in fields other than acting. 
The odds are tremendously against an 
actor's winning (unless he happens to be 
an impersonator who imitates motion 
picture, theatrical, and radio stars — 
talent-opportunity-hour judges and lis- 
teners like impersonators). 

Amateur programs are not inexpensive. 
In many areas it is necessary to have some 
professional performers on the broadcast, 
but even if legally there is no need for 
"stand-bys" the actual production cost, 
auditioning, and time spent working with 
talent to give the show mike-sense, run 
costs up above an average professional 
airing. The awards also are a sizable cost 
factor, for worth-while talent just doesn't 
turn out for meager prizes. 

There are as many variations on the 
amateur theme as there are of My Old 
Kentucky Home . . . and if they're fol- 
lowed through commercially and properly 
promoted there's nothing amateurish 
about the results at the point of sale. 



From elevator starter to teen-age tyros and models loo, they all want to try their skill at disk-jockeying at hundreds of stations across the nation 





Asociations are seldom evaluated 
from without. Except for news re- 
ports which occasionally filter through to 
the consumer press most industry groups 
run along outwardly quiet but frequently 
stormy paths with the man in the stieet 
or in the trade knowing little or caring 
little about them. Even men doing busi- 
ness with firms that are members of asso- 
ciations have scant knowledge of the 
intra-industry activities of their sources of 
supply. 

What's true of industry groups gener- 
ally is less true of trade associations in the 
broadcasting and motion picture fields. 
And the National Association of Broad- 
casters is spotlighted even more than the 
Motion Picture Producers and Dis- 
tributors of America, for the NAB's 
membership consists of a body of business 
men operating under public license and 
coming into daily contact with the great 
majority of American homes. In spite of 
the fact that the NAB and its activities 
are weighed almost daily, in some degree, 
by sponsors and agencies, not to mention 
public officials, press, and public, very 
little of this is mentioned at the annual 
conventions. True, individuals like 
Charles JVlortimer of General Foods, 



Sigurd Larmon of ^'oung & Rubicam, 
Fred R. Gamble of the American Associa- 
tion of Advertising agencies, and Paul 
West of the Association of National 
Advertisers, are regularly scheduled 
speakers at NAB's annual conclaves. 
Though recognizing the importance of 
these men, they are nevertheless in the 
category of co-workers, in daily contact 
with broadcasting as an advertising 
medium. Even when they step out and 
slap NAB or the broadcasting industry 
they do it as "friends of the court." They 
generally do not reflect the opinions of 
the rank and file of sponsors and agencies. 

In anticipation of the second postwar 
meeting of the NAB spo.\soi< went 
directly to the men who pay the bills, 
recorded what they had to say about the 
daily operations of the Association. The 
plan called for correlating the opinions of 
at least 100 sponsors and 40 agencies, 
giving complete anonymity to respond- 
ents so that they might speak their minds 
freely. Actually, 107 executives of na- 
tional advertisers using both spot and 
network and 53 advertising agency men 
participated in the evaluation. Not all of 
either panel reported on all facets of the 
Association's operations. Not all were 



conversant with all of what the NAB 
does. The 160 respondents were roughly 
four-fifths of the entire number inter- 
viewed for this report. 

Representative of the sponsors whose 
executives (radio directors, advertising 
managers, sales managers, research direc- 
tors, or sales promotion men) did speak 
{as individuals) their minds were General 
Foods, Standard Brands, Lever Brothers, 
Equitable Life Assurance, Standard Oil of 
New York, U. S. Rubber, General Elec- 
tric, Liggett and Myers, Rexall, Armour, 
Ford. Among the agencies were McCann- 
Erickson, Kenyon Si Eckhardt, Biow, 
Young & Rubicam, Geyer, Newell & 
Ganger, William Esty. In the agency 
field the executives who stated their views 
were, for the most part, not front men. 
They ranged from executive vice-presi- 
dent to research director; from an account 
executive who had just one spot adver- 
tiser to a contact man who serviced a 
multi-million dollar account. 

What follows is how the men who pay 
the bills and the men through whom the 
bills are paid, see the National Associa- 
tion of Broadcasters. 

MAB EVALUATION: Pases 20-35 
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Executives 

A|[;4^ii4*i4^s siiiil s|»4Misoi*s tool 
\Airs i^xiH'iiiivi^s sill iliiic top 



Practically the entire NAB Evaluation panel, 
107 sponsor executives and 53 advertising 
agency executives, had something to say 
about the association's executives. 

Any ircidc associcTtion is known by the 
siatiiic of its executives, and the NAB 
cannot escape this generally-accepted 
trade association yardstick. Agencies and 
si-K)nsors alike respect Justin Miller, 
NAB s chief othcer. Tiiere is a general 
acceptance of the fact that for Judge 
Miller's first year there were many who 
questioned broadc.isting's having a nijijor 
cxecuti\e who knew practically nothing 
about the medium and who had until this 
appointment spent the major portion of a 
full life as a lawyer and jurist. There arc 
.still a few who feel that a man from radio 
itself would have done a better job but 
that number continues to dwindle. Even 
those who look upon his "freedom of 
speech on the air" approach as flag waving 
and not to the point as to who controls 
the broadcast firmament, do not question 
his honesty and his sincere belief that the 
FCC has been operating in a direction 
which would eventually impair the First 
Amendment to the Constitution. He has 
without a doubt lent and will continue to 
lend importance to the Association. 

The NAB's second in command, vice- 
president A. D. (Jeff) Willard, Jr., finds 
respect among agencies and sponsors. 
Many know him personally and though 
some feel that his talks at luncheons, 
dinners, and award functions have hewed 
consistently to the line that the broad- 
cast industry is always right, they feel too 
that what he says and docs generally is 
for the good of radio. He has been most 
in touch with advertising agencies. They 
know him as a man who was a successful 
station operator and is a prime realist. It 
is felt that he has supplied Justin Miller 
with the kind of assistance and broadcast- 
ing knowledge that has made them a 
great industry team. 

About the third of the olficers, C. E. 
Arncy, Jr., agencies and s|X)iisors know 
too little to pass judgment, despite the 
\ears he has been with the NAB. It is 
sometimes pointed out, however, that the 
jxisition of Secretary-Treasurer is one 
that's well filled when its holder is seldom 
seen and just as seldom heard, publicly. 

Most of the other executives arc 
weighed hy agency and S|X)n,sor exccii- 
ti\es in the sections of this SAB Ei^/i«i- 



fi'on issue de%'oted to their particular 
specialties program, research, promo- 
tion, etc. It is therefore not necessary 
to repeat those reports here. 
Quotes: 

"It's Fogical to compare Justin Miller, 
head of radio's trade association, with 
Eric Johnston, head of the motion pic- 
ture producers. I'll take Judge Miller." 

— Head of a great food merchandising organ- 

Programs and Codes 



ization who worked with Johnston in Wash 
ington. 

"Jeff Willard has forgotten more about 
radio than most of us in the business hope 
to learn. The fact that he doesn't let you 
know it is one of his greatest charms." 

— Radio director of a Chicago agency whose 
programs are usually among the Rrst 15. 

"Don't underestimate Bee Amey. He's 
one of the 'old guard' who is in there 
pitching for NAB, not Arney." — Ex -sta- 
tion manager now a program producer for an 
agency in Hollywood. 

"Judge Miller acts like a Supreme 
Court Justice who likes to take his time 
with his big cases. Is that bad?" — Former 

radio announcer now radio director and vp 
of a medium-sized agency. 



llio |iro^r»iii or oodo ooiiiiiiiltoo 



Radio directors of agencies predominated in 
this NAB Evaluation panel. Next in order 
were advertising managers of sponsors. A 
total of 42 men were interviewed to obtain 
this consensus. 

The NAB's emphasis on programing is 
of recent origin with Harold Fair, a work- 



sponsors wil attend the program sessions. 
Among other things, they'll be interested 
in ascertaining whether or not it was 
Clarence Menser, who will chairman the 
clinic, or NBC that was responsible for 
the senior network's sterility in experi- 
mental programing. Program experi- 
mentation is a must according to both 



ing program manager heading up the de- agencies and sponsors. Sponsors feel that 



partment. Agencies and sponsors view 
NAB's interest in programs with skepti- 
cism. There is less skepticism concerning 
the new NAB code, a development which 
conies within Harold Fair's jurisdiction, 
although its basic concepts come under 



they should not be forced to spend heavy 
money for time and talent in angeling 
new shows that may fail, in their first 1 3 
weeks, to develop buying audiences. 
(Fiorden, which is dropping Arthur's 
Place, feel they might have had a top- 



tlic direction of the Special Committee on rating property if they hadn't been forced 

to feed the fledgling while it was trying 
out its wings.) 

"If the NAB program department 
would try to work out a radio version of 
the drama's summer theaters, or base- 



Standards of Practice headed by MBS' 
Robert D. Swezey— and including such 
code iconoclasts as Ken Dyke( NBC), 
Walter J. Damm (WTMJ), C. T. Lucy 
(WRVA). John Outlcr (WSB), Roger 



Clipp (WFIL), George Biggar (KCRG), ball's farms, it would be making a real 

and Harold Fellows (WEEl). contribution to broadcast advertising," 

The code is a matter ofgrcat concern to stressed one sponsor who recently was 

sponsors and agencies. They don't feel burned by a non-productive network pro- 

that NAB's program committee will gram. Another stressed that he had been 

create any new progratn ideas or improve unable to find any local programs worthy 

the breed. Regarding NAB's plan to of being developed as network or national 

transcribe a special educational scries to spot material. (Infomicd of this A'AB 

indoctrinate audiences on radio's contri- Evaluation issue s presentation of "Local 



butions to the American way of life, they 
say this will be log-rolling of a back- 
slapping sort that will not help to increase 
audiences. 

Basically, sponsors feel that program- 
ing should be promoted at a local level. 
They fail to see any program clinic (as 
planned for the convention) inspiring pro- 
gram pioneering at a locjil level ... or at 
any le\'el. But they arc willing to be 
shown, and a considerable number of 



Programs Available for Sale." this spon- 
sor countered with "show me.") 

On the matter of a new NAB code, both 
agencies and sponsors were certain that 
it would be more liberal than most of the 
idcjisthat NBCand CBS have been talking 
about with their affiliates. By liberal 
they mean as to what can and cannot be 
done with commercial copy on the air. 
The code, as it will be offered to the 

(Please turn to page 22) 
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SELLS MUSIC and MERCHANDISE 

. . . in the Detroit Area! 




HAPPY JOE 
and RALPH 



★ 

THE EARLY 
MORNING FROLIC 

• THE EARLY MORNING 
FROLIC w ith Joe and Ralph is a music- 
pius-coniedy siiow that's an institution 
in Tiie Detroit Area. From 6 to 9 
mornings, daily, it does a great proiinct 
selling job for local and national adver- 
tisers. A dramatized spot on this show 
is a powerful piece of time for S20. It 
pulls the greatest concentrated morning 
audience in this market. Ir will sell 
your product and save you mone\ . 
Write or wire now . . . there may be an 
opening, soon! 



in the Detroit Area it's . . . 

),ooo Watts 1 \^ I m M / 

ly and Night j ^V, J J ? T 
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im-iiibcrsliip, '■^ill toiiJfiiin "double spot- 
ting," i.e., tV'O spot commercials followmg 
cath other or two spot commercials 
bct^uxn two network programs. NAB 
c.innot prohibit this practice because the 
rCC has specilied that the control of 
what goes on the air is a matter to be 
decided by each licensee — a decision that 
cannot be delegated to anyone by a sta- 
tion, not e\en to the station's own trade 
ass(x:iation. 

Most agency men state, oil the record, 
that they know that many commercial 
practices on the air their own practices 
are bjid. At the same time they say 
they won't do anything .nboiit it until 
they are forced to. As a matter of record 
the\ e.vpcct that competition the com- 
petition that FM will give AM stations 
and T\' \vill give sound broadcasting — - 
will force stations to accept commercials 
that are more irrit.iting than many judged 
objectionable now. 

They kno^v they need regulation, but 
they also "understand" that "the client is 
alw.iys right and if he wants more 'aggres- 
sive' selling we have to give it to him, or 
else some other agency will." 

Another agency man .stated his case in 
this manner: "Broadcasting must police 
its own business. Each newspJiper has its 
advertising code. The New York Times. 
for e.vaiiiple, will not accept any reverse 
plates and limits the blackness of the type 
that can be used and even the language of 
advertising copy. Any station can do the 
same thing by building for itself a faithful 
listening audience in exactly the same 
manner that a newspaper docs-— through 
fcciturcs, accurate, well-reported news, 
cartoons, and fiction. WLW is {iblc to 
charge the highest time rate of any sta- 
tion on the air, to maintain high standards 
of advertising continuity. Yet it is not in 
one of the first 10 cities by population in 
the U. S. rCincinnati is number 17 by 
the last U. S. Census). Yes," this agency 
man concluded. "NAB's program opera- 
tion and new code can do maximum good 
for commercial radio by helping stations 
develop audiences . . by indicating to 
stations that they do not require a net- 
work to serv.'e their to^vns and rural areas 
... by pointing out how independent sta- 
tions in Memphis, Cincinnati, Fort 
Worth, Worcester, and Louisville, to men- 
tion five towns, have been able to acquire 
top audiences w ithout the aid of network 
programing." 

S[xins<irs and agencies want a tough 
Code and an NAB program operation that 
will build increased and better listening. 
Most of them admit that they will not 
clean their adwrtising house until they're 
forced to do so. 



Quotes; 

"1 larold Fair has a gigantic job trying 
to improve station programing ft)r if he 
succeeds he'll only have to work harder 
helping some stations to be even better." 
— Radio director of a Philadelphia adveitisinj 
ajency amonj the first 10 in radio billinj. 

"NAB labors to bring forth a code of 
practices a code that can't be enforced 
since the FCC says 'no'." — Head script 

writer for a Detroit advertisins asency. 

"NAB hiid better impress on its mem- 
bers that something must be done with 
programing. Broadcasting is not in- 
creasing its listeners despite the growing 

Research 



number of stations. Each new station 
takes away some of the audience from 
every other station in its service area." 
— Research director of a great tobacco cor- 
poration. 

"The best proof that broadcasting has 
not learned its programing lesson is the 
fact that there is not an ample variety of 
entertainment on the air at all times. 
Too inany listeners say too frequently, 
'1 can't find a thing to listen to.' Can 
NAB impress that fact on its member- 
ship?" — Advertising director of a life insur- 
ance company. 



A;j;oii€.*ics siihI sponsors look iipoii 
XAIS I'i;j;iir4^s sis iiiiliisiry piiffory 



Agency and sponsor reaction to NAB's re- 
search operation was checked with 26 sponsor 
adveitising directors, 8 sponsor research men, 
1 4 advertising agency radio department execu- 
tives, and 6 agency research airectors. 

I'ro-radio research done by the NAB is 
looked upon with suspicion by the men 
who pay the bills in radio and the agencies 
which funnel that coin of the realm to the 
stations and networks. The eyebrow- 
raising accorded broadcast media informa- 
tion released by NAB is slightly more 
arched than it is for the pro-newspaper 
••esearch of the advertising division of the 
American Newspaper Publisheis Associa- 
tion and less so than for the figures de- 
veloped by the slick-magazine publishers. 

Agencies and sponsors are especially 
cynical when the NAB releases figures 
which purport to show how much public 
service and sustaining programing is done. 
Typically they criticize the sustaining- 
program figures released by the NAB 
based upon an analysis of November 1946 
program logs as being correct statistically 
but misleading as to the true picture, 
"it's this type of report that leads right 
to the Federal-CommuniCcitions-Commis- 
sion- Blue- Book type of thinking," said 
a member of the radio committee of the 
AAAA. He pointed out that "the figures 
released by the NAB on August 1 2 stated 
that the highest percentage of sustaining 
time came between 6 p.m. and sign-off. 
Sign-off. it was indicated, was 1 :30 a.m. 
or whenever a station left the air before 
that hour. At first blush this would seem 
to indicate that stations were presenting 
sustaining programs in the prime night- 
time broadcasting hours. In fact, that's 
just what 1 thought when 1 read the re- 
lease the first time. But that just isn't 
sf>; only a small percentage of sustaining 



programs are broadcast between the pre- 
mium air time of 8 and 1 1 p.m. Even if 
the non-network period between 6 and 8 
is included, the number of sustaining 
hours would be infinitesimal. 

"This doesn't mean," he continued, 
"that I am against commercial program- 
ing. I make my living by it and feel that 
the best programs in the world are the 
programs sponsored by American adver- 
tisers. But 1 also think that broadcasting 
must be honest with itself and the public 
and, for example, not throw in fringe 
hours when reporting upon how much 
sustaining material is aired. The NAB, 
to my mind, does itself and the industry a 
disservice when it releases figures that 
paint a picture that isn't true. Other 
industry associations are constantly pre- 
senting prejudiced reports painting their 
fields in glowing colors that aren't there. 
For the most part, though, these associa- 
tions represent private businesses; broad- 
casting can never forget that it exists on 
the public's air. Its research must be in- 
siolate as its program morals. I don't 
mean to attack the research operations of 
the NAB. My criticism is of the thinking 
behind those operations — of the h\poed 
reports designed to show broadcasting in 
a better light than it actually reflects." 

NAB's research director Kenneth H. 
Baker has the respect of his agency and 
sponsor research colleagues. Some re- 
searchers claim that they can tell from a 
Baker report just when he has his tongue 
in his cheek. They state however that 
even when he's belaboring a far-fetched 
point his fundamental reasoning is sound. 

Questioned about what they felt should 
be the scope of NAB research, sponsor and 
agency research men stated that it should 
be in the direction of qualitative investi- 
( Please turu to page 26) 
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CBS * 
AFFILIATE 
AVERAGE 

25.9% 




CBS* 
AFFILIATE 
AVERAGE 

21.6% 




KWKH 
41.5% 



CBS* 
AFFILIATE 
AVERAGE 
28.7% 



MORNING 



AFTERNOON 



NIGHT 



* A Comparison ol Share ol Audience ol KWKH and CBS Alliliales in the 33 Hooper Cities ol Equal Network Opportunity according to our lateal Hooper llqures. 



VccDiiIiiig lo Ml. Hoopers slalislics 
KWKH i> FIRST ill Sliieveporl in l)olli 
Al tciiiooii and Ev<Miiiij; periods. 

Mr. Hooper al<^o says llial KWKH is 
FIHST ill loial Pulled Time Periods. (23'7^ 
Hiplicr tliaii Station "\\" — 27^ Higher 
iliaii Station "C""). 

On KWKH tlie Average Hooperatiiig foi' 
Davtiiiie l.OCAL ['rograms is E(|ual to 
.Xvt'iage Hooperatiiig lor Daytime NET- 
WORK I'rogiaiiis. 



According to B.NUi Area Report, ONLY 
KWKH Covers it> Ricli I'rimary (50'"'^) 
area. W'illiout K\\ KH. you'd have to buy 
SEVEiN otlier Stations to ALiMOST 
cover it! 



These iire hiit a few of the reasons that 
((ower-fiill oO-k\v KWKH is hy far the 
Ite.st hii\- ill tlie Ark-La-Te.\. Only 
KW KFI can she yon (loniinant coverage 
of the SI .000.000.000 huy in- power of 
this ricli tri-state market. Forty-nine 
in(histr\ -ricli. |tetr()leiiiii-ricli. a{;riciil- 
tiire-ricli counties and jiarishes in North 
L<Miisiaiia. F^ast Texa> and South 
Arkansas await \oiir sales iiiessajre over 
KVi'KH. For further iiiforniatioii write, 
wire, call KWKH. or see a Braiihani man. 
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We took an hour 




n 'Studio One 



If 



\ 




Wc began* wiili iiialci ial we could he sine of. A (lassie sloiy 
like "Caniicn." A new one like "To Mary \\'iili I.oNe." A play 
like "Bill of Divon enieni." In every case, dvamal'ic niaierial: 
icsied. esial)lislie(l, reila'in in (jiialily. 

We got for ii a (iexoied alieniion i()j)aceau(l jkhu Ii; brillianl, 
llnenl, radio prochu I ion . . . frr/f(/;/ /;/ (jiialily: Fletcher Markle, 
ihc producer; Anne Uurr. Agnes Moorehead. Evereii Sloane and 
dozens of other top j)erforniers, the actors. 

And we look a lull hoiu'. rime to develop the full impact of 
the drama, the fidl measine of its action and people. 

Wc called the program "vStiulio One"; a fresh concej)t of 
dramatic qiiatily in radio... 

and captured the country! 

"Studio One" donhlcd its audience in 60 days! 

And did it, slotted agaiusl. the Loj) cninedy l>rogra)n on the 
air, against the regidar seasonal decline in "ratings." 

Just as significant ... here was something on which the AVif 
York Herald Tiibinw, PAl and Billboard could all agree! They 
said here was great radio... as did everyone else! ".. .ambitious 
and intelligent drama. " "Sbkine's Jxtrtrayal every bit as good as 
Barryinore's . . ." "Mighty bold ... adult radio." 

Adidt and popular! (io minutes of radio that holds a great 
audience enthralled, (io minutes of f(K iissed listener attention: 
a super hour for a sponsor who wants to go deej) into the 
American mind; Avlio wants to liun listeners into friends, and 
f riends into customers ... fast ! 

•Only ihrec months ago 



A CBS PACKAGE PROGRAM 
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IT HAPPENED IN 
6 MONTHS 



Aususta's newest station 

has become 
Aususta's leading station 



HERE ARE THE JULY 
CONLAN FIGURES 

Mutual's WBBQ 30.7% 

netwoik station "A" 28.8 

netwoik station "B" 25.7 

network station "C" 9.9 

others. 4.9 



The Walker Company can prove to 
you that WBBQ has become a place 
where nationa/ business can feel at 
home. 



WBBQ— MUTUAL 
AUGUSTA, GEORGIA 



RESEARCH EVALUATION 

(Contii\ued from page 22) 

gation since quantitative research ought 
to be handled adequately by the Broad- 
cjist Mejisureiiieiit Bureau. Other re- 
search in which they saw NAB properly 
involved was of an intra-industry nature, 
i.e., iiow stations could improve their 
selling, their promotion, and their handl- 
ing of the myriad everyday intramural 
details. By its very nature such research 
in most cases does not concern the buyer 
of broadcast time. 

Tiicsc quotes are representative: 
"Does NAB have a research depart- 
ment?" — A sponsor who has a prosram on 
MBS. 

"NAB research could help us under- 
stand what the different tjpes of braad- 
casting fact-finding are all about." 
— Account executive of a leading AAAA 



agency with a current spot campaign on 210 
stations. 

"Why an NAB research department 

and BMB also?" — Advertising manager of a 
food manufacturer. 

"Tell them to let the facts fall where 
they may and forget whom they work 
for." — Chicago advertising agency research 
director. 

"Trade association research is usuall>' 
propwash." — Advertising manager and a 
former director of ANA. 

"I know Baker's budget and with that 
kind of appropriation I'd hide my end- 
results in darkest Africa." — Executive of a 
trade association sponsoring a broadcast pro- 
gram. 

"To do an adequate industry job 
would take more than the total operating 
budget (exclusi\'e of cxecuti\'e salaries) of 
the NAB." — Manager of the research de- 
partment of an advertising agency spending 
over $100,000 a year in fact-finding. 



Broadcast Music, Inc. 

lOII lias «l4»iie joli bill iToativi^ly 
it roiiisiiiis iKilliiii^ liiil a llireat 



This was the smallest panel in this year's 
weighing of the NAB. Only 8 sponsors and 
12 advertising agency executives spoke their 
minds on Broadcast Music, Inc. 

Few sponsors and agency men know 
very much about music copyrights and 
licensing, but the few who do, credit the 
NAB-inspired Broadcast Music Inc. with 
being radio's most successful hedge 
against prohibitive license fees for music. 
Agency men in particular, some of whom 
recall building programs without any big- 
time music during the ASCAP station 
conflict prior to their last contractual 
arrangements, realize that NAB's move to 
counter the then growing rates for music 
performance-rights was top thinking by 
the minds who, directly or indirectly, set 
industry policy. 

There the endorsement of BMI 
stopped. Questioned about the musical- 
rights organization's work in the creati\'e 
field of music publishing, and its method 
of doing business, most sponsors begged 
off stating an opinion. Only half of the 
agency men who sounded off on BMI felt 
equipped to venture an opinion on the 
creati\c phase of BMI operation, but 
these were \'oluble. They stated that 
what they liad to report was based to a 
substantial degree on B.MI operations 
prior to Carl Ha\'erlin's becoming presi- 
dent. T\pical in this direction was the 
statement by an agency executi\'e who 
supervises a musical show for a client 



who has been on the air for o\er 10 jears, 
spending most of its advertising budget on 
this program. He stated, "With the 
money BMI has to spend it ought to have 
developed some formula for inspiring a 
few hit tunes. Many of the devices Mr. 
Haverlin's predecessors have tried, it 
seems to me, have been in the direction 
of increasing the number of times BMI 
songs are played on the air rather than in 
inspiring and developing music that 
listeners want to hear. There's no ques- 
tion but that the music business is an 
Alice in Wonderland but there are enough 
'characters' available who know their way 
around to enable BMI to do anything 
that any other publisher or music-rights 
organization can do. Maybe it's a little 
rough to expect a strictly business organi- 
zation to descend to the trickerj' of song 
pluggers but it must do it if it's going to 
compete with them." 

This agency man's conmient, like all 
others on the subject of B.MI, is based 
upon the pre-Haverlin operation. (Haver- 
lin toured the country during 1939 -10 
when NAB was selling stations on sub- 
scribing to BMI, but he did not at that 
time set the policy of the organization nor 
was he an operat ng official of the or- 
ganization.) 

B.MI's recent acquisition of the Associ- 
ated Music Publishers was generally 
voted "a move in the right direction." 
At the same time a number of agency 
(Please t\trn to page 2S) 
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WMAM— truly tlie lillle station wilh the BIG WVLLOl'. 
It's tlie only slation Iiearil in thonsamlsi of homes in lliis I>lg, 
imponanl I>iiying area of 5()(),00() people. Vo olhrr stnlion ean 
reach iliese liitteuers iliiriiig miieli of ihe day and iiiglii, a 
.singular situation iliie to geography anil ground mineralizalioii 
in I he Great Lakes area. 

Do you have \\M s factual analysis of wlial 570 on the dial 
brings you in this iniporluiil (ireal Lakes an-a? Send for 
complete hro<-liure, or a^k . . . 



Our National Hepresenlatives, Radio Advertising Co. 





tort D. C. Meelter WisJ. F.Moore E.E.^Eshlomaa Tracy Moore 

New York New York Chicago West Coast 



WMAM 



Mannettc, W lscohslh 
Menoin Inee, Mlclugaii 




STURGEOJV BAY 



t/ie dial to 



500,000 liheners 
1 I 



BRANCH STUDIO: STURGEON BAY, WIS. 



I 



FOR THE FOURTH 
STRAIGHT YEAR! 

KMLB 



• MONROE 
LOUISIANA 



Has more listeners 
in Monroe and North- 
eastern Louisiana than 
ALL OTHER STATIONS 
COMBINEDL 




1947 CONLAN SURVEY 
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1.1*1 




13*. 


je*. 


3JX 


J 7% 



$103,629,000 buy- 
ing power! 

For the fourth ilroight yeor« outhentl- 
coled liitening lurveyi conciuiively 
prove thot KMLB ho> more liileneri in 
Monroe and Norlheoslern Louistona 
THAN All OTHER STATIONS COMBINED! 
In tod, KMIB li ihe ONIY radio taciilly 
(Irariy heard in Ihil rich area! 
REPRESENTED BY 

TAYLOR-HOWE-SNOWDEN 



Sales, 




INC. 



AFFILIATED WITH 
AMERICAN BROADCASTING CO. 
J. C. LINER. Jr., Gen. Mqr. 



BMI EVALUATION 

{Ccmtinucd from fyage 26) 

men stated that they wished it could have 
been a firm like Robbins or ShapirO' 
Bernstein.' 

There's no question but that sponsors 
and agency radio men who use music 
realize just what BMI is and what it has 
done and is doing for music on the air. 

* /IrtittMtiriitty. thr imrfhtiMr by of tiny tuir of th* 

iirnit inuaii ptitttimrrs u-tm^thi'l rrtrun thni liiii brotidrat^ 
tiittnir orgaiiiztititui wtnild tirrnwr thr hil* tluit thrsr 
tirirtM iittblialt. Miner thr Mortg writrrt handlrti by matt 
MitrrrMxftil ptibtiMtirrx urr mrinltrrt of A^f'A/* oml a 
/luliliMhiiiit stiift could not driirrr thrrii to H.\l I , 

~Quotes: Y W f J. \ > 

"1 don't like company' unions, but 
since there had to be a countercheck to 



what tended at one time to become a 
monopoly, BMI is justified and is doing 

its job." — Advertising agency producer in 
Hollywood. 

"It's a shame that BM! can't serve 
as both protection for the broadcast in- 
dustry and an inspiration for possible new 
talent in the music writing field as well." 

— Advertising manager who has written t 
song or two himself. 

"I hope that Mr. Carl Haverlin does 
what he's capable of — clean out the BMI 

deadwood." — Head of the legal department 
of a four A agency. 

"The fact that BMI has flourished in 
its 0W71 way without a real music man 
at its head is a minor miracle." — Radio 

director of an agency with a top popular 
musical program on Saturday on NBC. 



Public Relations 



si ill i•sll*l*^4^s iorrli iieoillosslv 



Twenty-six men contributed to this assaying 
of NAB's publicity accomplishments. Six- 
teen were sponsor and agency public relations 
men. Six were sponsor executives and four 
were agency title holders. The vote for and 
against NAB's job was 13 for, 13 against. 

The days of NAB bickering with the 
Federal Communications Commission in 
the public press have passed. When 
NAB takes up the cudgels for broadcast- 
ing it's usually upon a higher plane than 
was the case before Justin Miller accepted 
the presidency of the Association. The 
last episode of negative publicity occurred 
when Robert K. Richards, Director of 
Public Relations of the NAB, appeared 
before the 1 7th Institute for Education by 
Radio at Ohio State University and flung 
the gauntlet in the teeth of any who try 
to regulate or legislate the industry. 

At that time many sponsors and agency 
men thought the speech in bad taste, es- 
pecially since it was made at a meeting 
which had been conceived so that radio 
and its critics might get together and talk 
things over. 

It's not easy, agree a number of adver- 
tising agency public relations men, to 
build a "good press" for broadcasting. 
There are still too many publishers who 
look upon radio as encroaching on news- 
papers' share of the nation's advertising 
dollar. These agency press agents know 
this all too well; they are constantly tr>'' 
ing to get news space for their clients' 
programs. They feel that when an>' NAB 
otiicial flies in the face of broadcasting's 
critics he builds up further resentment 
among publishers and the few real radio 



editors who for the most part think of 
themselves as critics of ether entertain- 
ment. That resentment finds its way into 
print somehow or other. 

The sponsor's understanding of the 
publicity field is generally elementary. 
Most of them think of their public rela- 
tions men as magic-wand wavers, keeping 
unfavorable stories about their corpora- 
tions out of print, getting puffery into 
print. When they read bad reviews or 
anti- radio stories in newspapers they con- 
clude that the industry is weak in public 
relations. 

Agency men are more realistic. They 
know that news stories and favorable 
notices are not bought by either adveitis- 
ing, bribes, or magic. Their respect for 
the public relations men who are working 
for radio is not high — and that includes 
network publicity departments, station 
press agents, the men representing the in- 
dustry associations — NAB, BMB, BMI, 
TBA, ATS, and FMA. For the record, 
the feeling is reciprocated. Agency pub- 
licity men, with few exceptions, are not 
held in highest repute by either radio pub- 
licity men or independent press agents. 

Trade associations, not excluding NAB, 
are looked upon by advertising executives 
as industry apologists. When NAB answers 
attacks with platitudes as it has in the 
past, they smile and regard it as "just 
what you'd expect NAB to say." They 
frankly state that trade a-<«ociations as 
they see them are maintained chiefly for 
whitewash purjxises and the wielder of 
the whitewash brush is the public rela- 
tions head. The big job of a trade associa- 
(Please turn to page 32) 
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bi^ fall listening!| 



flVE FULL HOURS OtRYWtt^'- 

DISC JOCKEY SHOW 
ON TRANSCRIPTION 



k BIG WDlENCt.JOR k SONG! 

u DftVlD STREET 
SONG SHOP 

1 17 transtribed 
quarter-hours. 

At last! The BIG 
IS^minutejnusica^ 
show! 



P\JHCH 



/ 

71 



icven ot »»^« ,4 hot as « 

p\e who kno 
V.th sales'. 



M THE COWAN GALLERY OF 

GREAT SHOWS, ON TRANSCRIPTION 



BIG STRRS ! 
BIG IAUGHS!...B1G SRUS! 



NIITHS of Hollywood 



Starring Arthur Treacher. Brenda Marshall 
Harry Von Zell, Ian Ford, 
plus movie -star guests. 

The greet new holf-hour 
Ironscribed comedy hit 
oHhe yeor! 



SEll... 

with the voices that 
sell a thousand products! 

^THEATRE OF FAMOUS' 
RADIO PLAYERS 

half-hours of 
dromo, odventure 
end comedy. 



m Stop 

uonscr.bed 
progron^ 



I ^erchondising- 
A sen-f.ono> ,HoW 

selling. P""^^ rronscrtp- 



For 
local 
and 
regional 
sponsorship! 



I 

'oVe your c».o.ce oM. 1 ^^^^^ 9« «J,,,erage. 
^'-^•r::;o.- -a sponsor top ^o^^^ 

^'^\:; s.ore-.eW ^ 
Ren^ember, sn 

fortabW »igb«- 
Get your foctstodoy'. 
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1, 



/; NOW AND FROM NOW ON THE BEST IN TRANSCRI8 

,Hrr' LOUIS o. cowan, 

III . Randolph 2022 . | ] \ / / I 



/ 'I 
BED SHOWS 



HOttTWOOD: Guaranty Building. 
INC HollywocH) Bivd Hollywood 

* . 28, Cslit. , Hillside 5337 
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PUBLICITY EVALUATION 

fG»i/i)ii(ei' jrov\ page 28) 

tion is publicity and every executive of 
ti:c associiition is an industry press agent. 

Typical of this thinking is the state- 
ment of the head of a great brewing or- 
gani:aticn. He said, "I can hiirdly ob- 
ject to a broadcasting association's fight 
lor respect for radio any iv.ore than I 
could object to the U. S. Brewers Founda- 
tion's building respectabihty for beer. In 
fact if the USBA didn't get in there and 
fight for malt t-ev( rages it'd lose a sub- 
stnniial contributor, our organization." 

The president of another big user of 



broadcasting took a different slant on the 
subject. "It's stupid to defend all prac- 
tices of all broadcasters. The public and 
advertisers on the air know that every- 
thing isn't milk and honey. When broad- 
casting is attacked it's not good public re- 
lations to rush into print denying every- 
thing and attacking the detractors. Some 
of radio's severest critics are managers of 
broadcasting stations. They know that 
everything isn't fine in the studios of the 
nation all the time and many of them are 
perfectly willing to have both the public 
and advertisers know it. They don't 
believe that all station managements are 
operating in the public interest and that 



Don't make molehills 
out of our mountains 

They tower up to 11,000 feet 

and protect our green valleys 

{from outside radio signals) 

• We don't claim to cover Los Angeles with our AM Stations, neither c«n 
you cover our Green Valleys effectively from Los Angeles — any more than you 
can cover Milwaukee from Chicago or Washington from Philadelphia. There's 
only one way to completely and economically cover the Valley of Paradise, 
Imperial Valley and Coachella Valley — that's with B. C. A. Stations located 
right in the heart of these Valleys and programmed specifically for rural listening. 

How green are our valleys for your sales campaign? 
Read the facts below — Then act! 



Riverside and 
San Bernardino 
serving the 
Valley of Paradise 

Primsrv populalion 

584,3S1 
'46 Farm Income 

$S09,74S,610 
-46 Rttail S<lt< 

S!68.476,S!4 



KPRO k KROP 



Brawley-El Centro 
serving the 
Imperial Valley 

Primarv populslion 

116,653 
*46 Farm Income 

$7S,S43,109 
'46 Retail Salei 

S44,1 35,000 



KREO 



Indio-Palm Springs 
serving the 
Coachella Valley 

Primary population 

19,500 
'46 Farm Income 

SI 3,1 09,506 
'46 Retail Salei 

S11,S67,04S 



KPOR-FM 

Serving Southern California 

On ihc »h 94 hours a day blanketing the Loi 
Angelei area 



KUCB 



BLYTHE 



Ser\'ing Palo Verde Valley 

Primary population 13,000 
•46 Income $9,000,000 



Broadcasting Corporation of America Stations listed above 
are members of the California Rural Network 

Represented Nalionally by JOHN E. PEARSON CO. 



all advertisers are defilers of broadcasting. 
NAB in its public relations must learn the 
lesson that fighting for its industry is very 
well but that it's wise every now and 
again to admit that something does smell 
like a dead mackerel in the moonlight." 

Many sponsors insist that it's the job 
of the NAB to sell what's good on the air 
to the public. They brush away state- 
ments to the effect that such a job is 
gigantic — far beyond the budget and the 
scope of a single trade association like the 
NAB. A spokesman put his approach to 
the subject this way, "There are actually 
hundreds of publicity men in radio if you 
figure both stations and networks. What 
they do could be harnessed to a gigantic 
machine which would make every owner 
of a radio listen at least an hour more a 
day. That can't be done by campaigns 
such as the Radio Manufacturers' Associ- 
ation's present endeavor to put a radio 
in every room in every home, although 
availability of radio receivers is bound to 
increase listening somewhat. 

"I don't know if the head of NAB pub- 
licity is a big enough man to coordinate 
the efforts of all of broadcast publicity, 
but he could be," he continued. "The 
networks are strictly competitive despite 
their avowed cooperation in the promo- 
tion of broadcast adverti'sing. Every 
station publicity man has his own pro- 
grams to publicize. The result is a con- 
certed fight for the meager newspaper and 
magazine linage that is devoted to radio. 
Under the direction of an NAB public re- 
lations man, who knows how to get both 
network and station publicists to work 
together, it would be possible to double 
the number of publications that use radio 
news and publicity. Perhaps Mr. Rich- 
ards with his station, governmental, and 
magazine editorial background could plan 
and carry through such a project. It 
would please me to see him try." 

General among sponsors and agencies 
is the opinion that there is no positive 
public relations policy at the NAB. 
Those who know what publicity is all 
about (there are comparatively few of 
these) are not certain that anything can 
be done by NAB aside from some artificial 
promotions such as a "Radio Week." 
They have no idea that the hiring of a 
Russell Birdwell, Steve Hannagan, or 
Edward Bcmays would facilitate or ex- 
pand the industry's public relations. Al- 
though the networks are not members of 
the NAB. sentiment among sponsors and 
agencies is that if the nets had more re- 
spect for public relations and had men of 
executi\ e vp stature handling public re- 
lations — and who were paid accordingly — 
maybe broadcasting's press clippings 
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would be pit'asanter reading. As one 
sponsor who is krovm for the perpetual 
chip hf carries f>n lii.^ shoulder puts it, 
"Ho4\' cfiii }'OLi expect .inyone to have real 
rtspcct for publidt\' in the broadcasting 
(leld when the in'twtirks don't?" 

Quotes; 

"I'ubfic relations is the least known of 
a!f business sciences. Broadcasting is one 
of the mediums used in achieving public 
acceptance. Notoriously most of us know 
least about the power of our own fields. 
Tiiiit may explain NAB's failure to date." 
— Public relations consultant For Rrms using 
Si $,000,000 a year in radio time. 

Labor 



"Publicity can be positive or in the 
'kill that story' category. NAB's activity 
1 would pt;tce in the .second category." 
— Advertising agency radio publicist. 

"The head of NAB requires publicity 
indoctrination. It's too soon for Justin 
Milter to have acquired that along with 
alt the other radio things he had to 
team." — Radio director and vp of an adver- 
tising agency with SI 2,000,000 in spot radio 
billing. 

"I'm more interested in the linage 
that my programs get than I am in what 
the NAB can do for radio unless they 
can prove to me that what they do will 
help my shows." — Advertising manager of a 
coffee division of a great food advertiser. 



In Old 

Vienna 



iiivulv4Hl ill radui-iiiiiiiii imiw 



This "tvaiiHllDn" pinel was composed en- 
tirely ef rfpresenlativiii of sponsors (22), Ad- 
vvitiiing a^«ncy men did not cf)O0se to 
diiCuis the lubject, 

Station members of the NAB know the 
problems inliereiit in trying to evaluate 
and courJinatt inforrtiation on what sta- 
tion* arc doing about their union con- 
tracts. i3Lit sponsors continue to worry 
about the possibilities contingent upon 
their broadcasting over stations that may 
be acnised of unfair labor practices. 

Stations generally feel that what they 
do about their employees is their own 
business. Advertisers know that it isn't 
that simple. Not so long ago when a 
whitt' collar union tried to invade NBC 
arnd found itself stymied by internal 
policy of NBC, the union threatened to 
exert pressure via NBC sponsors. As a 
matter of record, they did go to three, and 
created considerable unrest. 

When WCKY became embroiled with 
the auto workers' union, UAW, em- 
ployers of CIO union members in the 
Cincinnati area who were advertising over 
WCKY were disturbed about the effect on 
their own employee relations. 

Stations feel more secure now, as a 
result of the Lea and the Taft-Hartley 
nets. But that feeling of internal security 
is not transmitted to the labor relations 
rnen of the nation's sponsors of broadcast 
proj^rams. NAB's employer-employee 
relations committee has tried its best to 
make NAB members understand that 
what it was trying to do was ease the 
ijidustry's labor relations. But it is the 
feeling of sponsors that NAB hasn't as 
\ et begun to cope with the labor problem. 
They feel that despite the prohibition of 



secondary boycotts, unions have figured 
ways and means of getting around the 
law, that when the time comes to use 
pressure advertisers may find themselves 
forced to cancel commitments with sta- 
tions and even networks. 

Thus far sponsors feel that NAB mem- 
bers have been unwilling to work as a 
unit, preferring to fight it out as indi- 
viduals. They feel, however, that with 
the withdrawal of the four networks as 
active members of the NAB there may be 
more cooperative effort on labor matters. 
A number of employee relations execu- 
tives of national advertisers feel that 
NAB has followed the NAM line too 
closely in labor matters. One of them, a 
former important factor in the U. S. 
Department of Labor, pointed out that 
broadcasting is still the most unorganized 
of the creative fields. Even the engineer- 
ing end of the business is unorganized in 
more than 60 per cent of the nation's 
stations. The majority of the nation's 
stations are not unionized and the only 
way that unions can force most of these 
stations to sign contracts is through net- 
work pressure pressure now made illegal 
by the Taft-Hartley bill. 

More and more newspapers are buying 
stations or obtaining licenses. These 
publications are unionized, for the most 
part, in their mechanical departments, 
many in their creative departments as 
well. They don't hope to escape 100 per 
cent unionization of their broadcast inter- 
ests, although they won't accept the idea 
without a fight unless their competitors 
are also unionized. 

Sponsors feel that the NAB has not 
faced the industry's labor problems ade- 
(Please turn to page S5) 




could mean a 
Viennese waltz 



mt IN DALLAS 
-FORT WORTH 

1 STATION 

WFAA 

2 FREQUENCIES 

820 - 570 

3 NETWORKS 

NBC - ABC and 
Texas Quality 

It's as easy as 1-2-3 to 
SELL the Dallas-Fort 
Worth Market with 

WFAA 

radio service of the 
Dallas Morning News 

Represented Nationally by 

Edward Petry & Co., Inc. 
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WHO'S GOT THAT FOURTH SURVEY? 

( we've gotta know) 



The 1st Survey 

December 1946 



W Ikmi I\ M IU ',, Kansas 
C.'ily. made tliis one 
SPONsou was a siiifilc 
issue old. We didn't do 
\ cry well hiil Ix'lter 
lliaii oxpecled. Out of 8 
radio trade publications 
rated l)\ afioney exe(*u- 
li\ es, sPONSOii sliowed 
nil. \\(> polled i:i9 
points: the lop pnhlica- 
tion 706.* 



\VJ\V, (>ieveland. made this 
kijip-size sur\'ey. Spox.son was 
live issues old. Nearly 2()()() 
sponsors and agency men 

The 3rd Survey speeilied in w iucli of llie 9 
March 1947 advcrtisiiifr trade magazines 

earr\ing WJW advertising tlie\ 
recalled seeing the station's 
trademark. .Spoxsou rated 
2nd. 



,1 



The 2nd Survey 

January 1947 



l-^ee »VL I'eters did this 
stiid\ . Sponsor was 
two issues old. The 
reluiMis from 1000 spon- 
sor and agencN (]ues- 
t ionuaires show ed the 
(ledgling catching on 
fasl. No. not Net a 
w inner, lint si'oxsou 
polled I I9{{ points: llic 
lop radio publication 

:i.vii. 



Now, w ho's got llial Ith 
survey.^ We're 1 1 issues old. 
and frankly we re tired of 
looking at those i|{ 
The Survey ""e-l^^o-and-live-i-ssue-old 

ratings. The next study will || 
sli(n\ the impact of many more 
issues of si'oxsou reading. 
^ es. si'()x.<()u is coming along. 
\sk Nour nearest sponsor, 
account (>\ec. or tiniebuver. 



f 



'BEWARE I The first survey still is being shown around (not 
by KMBC) undated. We think it's worth sh owing, but we re 
anxious to have it known that SPONSOR was new-born 
when it was made. In other words, we're for dated surveys- 



Broadcast Adwerlising Promotion 

Mi^Uiiiiii iioi iH^iii^ .solil: no vnsU 
aitif iii;iii|io\viM* iws XAIS lisiiiils 



Timebwyefs, aetouni executives, and new- 
buiin«s^ men i»t in an this placing of NAB's 
brDadctst advertising department under the 
mkroscope. Thirty-nine agency men and 16 
sponsor employees were the panel. 

Sponsors and agency men alike feel that 
the promotional efforts of radio directed 
at selling broadcast advertising are in- 
adequate. As they see it, the inadequacy 
start* with the NAB and extends on 
thrniigh the networks. Sponsors are far 
less outspoken about this than agencies. 
Most of the former don't care whether 
they're sold radio as an advertising 
medium or not. A few advertising man- 
agers, usually located in fields where the 
competition is using radio, cry for facts 
and figures. They are called upon by 
their bosses to supply information on 
what broadcasting is doing for their com- 
petition — data difficult to obtain. 

Agencies criticize the "success stories" 
which NAB releases to stations as being 
for the most part endorsements — or else 
just the froth of the story. "They're 
|j(Xid conversation material for light sales- 
manship," is the way one timebuyer put 
ii. Most critical of the efforts of the NAB 
bureau of broadcast advertising are 
agency radio director* whose job it is to 
sel! account executives within their own 
shops on the efficacy of the medium. 
Account executives, within their own four 
walls, are traditionally sold on nothing 
I but in the offices of the sales or adver- 
tising managers of their clients no one 
would believe that). When the radio 
director suggests an air campaign he is 
frequently greeted with an "Oh, Yeah!" 
iind asked for facts and figures directly 
related to the client's products. Quoting 
from pertinent "Results from Radio" or 
"Radio Gets Results" NAB releases, he 
finds that he can answer only about 20 to 
50 per cent of the account executives' 
questions about each case on which NAB 
has reported. Radio directors of agencies 
niay not all be super-executives, but they 
have learned from bitter experience to 
have a complete tale to spin, or not to 
STart spinning. Admittedly, air-advertis- 
ing case histories are not available for the 
askiiig. It would take intense digging for 
N'AB to report the full story in every 
"result" presentation. While conceding 
this, agency men still contend that a 
pRriial report is only good as something 



with which the industry can pat itself on 
the back — not sell. 

Promotion men in radio say that Frank 
Pellegrin, director of broadcast adver- 
tising for NAB, knows the job to be done 
and does it efficiently within the confines 
of a meager budget. What was done by 
his department for department store ad- 
vertising on the air is indicative of his 
understanding of the problem that faces 
every prospective user of broadcast adver- 
tising. Department stores were not using 
broadcasting. They believed that what 
they had to sell had to be seen in order to 
rouse the buying urge in customers. The 
fact that G. Fox in Hartford and a num- 
ber of other department stores scattered 
throughout the country had sold success- 
fully on the air was overbalanced by the 
fact that countless department stores had 

Broadcast Measurement Bureau 



used time, some of them for years, and 
found the medium wanting. Even de- 
partment store owners of broadcasting 
stations had not used the medium too 
successfully, with Lit Brothers, Frank and 
Seder, and John Wanamaker in Philadel- 
phia all finally selling their stations, as 
did Gtmbel Brothers in New York. 

The NAB bureau of broadcast adver- 
tising did for department store under- 
standing of radio what is required in many 
fields of bro.adcast advertising. Through 
the assistance of Joskes in San Antonio, 
the NAB did a project study which put 
broadcast advertising under the retail 
selling microscope — developed a project 
study for every retailer to see. What was 
done via radio at Joske's had been done 
in part at Wieholdt's, Chicago (spo.nsor, 
December 1946); J. N. Adam, Buflalo; 
Princess Shops, Baltimore; Higbee's, 
Cleveland; and Polsky's, Akron. But no 
department store had done all the things 
that Joske's did — nor had any store in- 
tegrated its broadcast advertising in to the 
over-all store operation as did Joske's. 
(Please turn to page 80) 



More lii€h^|i<^ii€U^ii4*e lot* railio'j^ 
coverage re|ioriiii|i$ group a^k<Ml 



The panel on the subject of NAB and 
BMB included six advertising managers and 
three lesearch diiectors of sponsors, three sales 
managers, and 14 adveitising agency execu- 
tives. 

Sponsors and advertising agencies want 
the Broadcast Measurement Bureau to 
continue to flourish and expand. Most 
agency men feel that during its first two 
years the organization has sat back on its 
haunches and awaited the reaction to its 
first report instead of proceeding as an 
active organization which expected to 
stay alive. Agency men and sponsors 
also place the blame for this partly on 
the NAB, for while the BMB is a tri- 
partite organization (NAB-AAAA-ANA) 
as far as its board of directors is con- 
cerned, the budget is 100 per cent under- 
written by broadcasters and NAB repre- 
sents that underwriting. This means in 
'effect that no matter what the feeling of 
agency and advertising men on the BMB 
board, the research organization's con- 
tinuance actually is in the hands of one- 
third of the directors. All the executives 
of BMB are radio men too. Hugh Feltis, 
John Churchill, and Philip Frank, the 
key men, all came to the research organ- 
ization from stations or networks. This 



radio leadership, say sponsors and agen- 
cies, is as it should be, since the informa- 
tion delivered to agencies and sponsors by 
BMB is coverage information about what 
radio has to sell time. 

Both agency and sponsor representa- 
tives know that there is a feeling among 
certain stations that since the advertisers 
want information about what they're 
buying they ought to bear part of the 
cost of the BMB. Neither of these groups 
go along with this station thinking but 
point out that since all that any station 
has to sell is listeners it, the seller, has the 
responsibility of making available to the 
buyer full information on its commodity. 

Agencies and users of the medium, eS' 
pecially those who use spots, state that 
without BMB or its equivalent the 
growth of spot broadcasting would be re- 
tarded and that national spot advertising 
placement would never come into its 
own. One advertising manager of a 
great pharmaceutical house which spends 
over $800,000 per year for spot radio put 
the general feeling bluntly. He stated, 
"We just couldn't go on buying time 
based upon power or mail maps, Nielsens 
or Hoopers. The time was certain to 
come when competitive situations would 
(Please turn to page 81) 
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S^OR^ Ol- \ I'ARIOR C.\MF, ★ C.vcM ainlLitlici !. 
;iik1 i>r;iiuliii()ilK is of jtotlny's ratlio I'niis first playtnl li iitli 
or C()iisi'(|ntiiccs ulicn America \v:is yoimg ami tlic Swiss 
imisii l>()\ and stcrtopticoii lorcsliadowcd radio and tclc- 
\ision. h rcuiainid lor Ral|)li Edwards to take tlic <<amc 
out ol till- aiitiinar assai as>;c and strcandinc ii to fit lucn- 
tictli ( ( ni in'\ sianilards ol iiilarity. 

1\ nni( s lia\(. playid an important rolt in I'.dwards' 
iiccti( (arcir. Ik was down to his last one when lie iiad 
tlu idea loi liiitii or C^onseipicntes. lie went on the air 



\Mtli the show in Mareh 1910. l ive months later. 
sorctl by Procter antl Gamble, the man and hi"", 
moved to the Satin tlay ni<>hi spot on NliC ihc\ 
otciipied ever since. In 1913, as a "conseqtience." Ed » 
;isked listeners to send n penny to a woman w ho had 
her cpiestion. H\ the end of the week the bewil 
woman had more than .SOO.OOO pennies. She bonglv\}« 
r.onds lor her l7-\ear-old Marine son. 

Well-aimed custard |)ies and selt/er bottles: a ti 
pi", an elephant, a camel and lour bloodhomuN: " 



I' 

AMERICA \S .VO. 1 SE'l '1^ J 





»h cany i)ariicij)aiu.s Ironi coast to coast: contests siuli 
she one iliai reccniK laiiclcd .^IS.OOO worth of awards 
n ic lap ol a lady who identified liic voice ol Mrs. I lush 
-i these are the "j)roj)s" ol Truth or Consequences. 
\\ kiness and /aniness are their stock in trade. Yet during 
Invar Edwards and Truth or Conseiiiiences sold millions 
(jflollars worth of War Bonds, and the contest that 
avrded $18,000 worth of gifts incidentally garnered 
•''I'i.OOO (or the March of Dimes, the largest single con- 
iriiition ever made to that cause. Time and again this 



l)rogram has ilcmonstraicil the power of the spoken word 
to nio\e pcojile to action. 

How to i)la} a Parlor Came? Let a man who is the life 
of any party make uj) the rides. Use the powerful facilities 
ol NI5C to ])iit it into millions ol jjarlors. Let the ^ast XliC 
audience participate by pioxy. Cive it the association of 
other great progiams heard on XUC. The consecjiieiire: 
a Satmclay night must for all .\merica — a progiam whose 
name is synonymous with the product it advertises — a pro- 
gram that Dii/ everything for fiin. 




^ isyttt of Haiio 
^iHwn of America 



. . the JVatiojial Broadcasting Compaiiy 




NITED STATES STEEL'S 



LD 




N THE AIR 






( ( 



,i„,uished actors of sta« ^ CHNDAY 
^^•co.ST.TO-CO.ST NETWORK 

j.M<;t\nt: Company 
American lUoadcastmg ^ 




PrudentiaTs Jack Berch (CBS) goes right out . ^ 
with an insurance agent to find out what sells - i ^ 




What's 
wrong 

with insuranoe air advertising? 



lhM»a<lea$$i:iiig' <»|ieii$« 
€h»<»r$$ but 
a;;;'eiits iiiiist ^'et 
$«i^iisitiire$« oil 
iii$«iirsiiice cmitnicts 



^^^^mam Broadcast advertising of iti' 
ffn^^ll suratice has failed in the 
past 22 years more often 
than not because it has been expected to 
deliver sales rather than open doors for 
agents. There have been other reasons 
for insurance failures on the air but the 
basic reason is a lack of understanding 
both in radio and in the insurance fields of 
how insurance is air-advertised and sold. 

Although the Metropolitan Life Insur- 
ance Company has been broadcasting 
since January 1925, it took the Prudential 
Insurance Company of America and the 
Equitable Life Assurance Society of 
America to establish a formula that 
makes broadcasting pay off in new policy 
holders. Metropolitan executives point 



out, however, that long ago they stopped 
gearing their broadcast advertising to 
selling their own policies. Instead cur- 
rent Metropolitan copy has been designed 
to increase life expectancy — to improve 
the nation's health. This indirectly is 
good insurance practice since the longer a 
policy holder lives the more profitable it 
is for the company to have him as an 
insurance risk. 

Metropolitan air advertising helps give 
away over 400,000 health booklets every 
six months, and that spreads the good 
word. The company spends $1,200,000 
each year in radio, $520,000 for network 
broadcasting and $680,000 for spot. Its 
radio budget has been on the upswing 
since February 1946. Despite the lack of 
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'Metropolitan Health Exercises" (1925-1935) with Arthur Bagley (ceriter) got millioris to do r)ip-ups, even Met's ex-president Haley Fiske 



direct results Metropolitan feels that its 
advertising on the air is effective and it 
has never made the error of permitting 
itself to be lured into a "class" network 
program. That's because it feels, "you 
can't reach 32,000,000 policy holders with 
a symphony." 

The Metropolitan's use of the medium 
has always reflected the times. When 
fresh air and setting-up exercises were the 
rage from 1925 to 1935) the Metropolitan 
Health Exercises were heard daily from 
the Metropolitan Tower in New York. 
When independent insurance counseling 



reached its peak in 1939, Metropolitan 
used Edwin C. Hill for six months to 
"expose" it. More recently Metropolitan 
has turned to newscasts both locally and 
nationally to reach its public. The 
Metropolitan is the world's greatest busi- 
ness giant, being exceeded in assets by 
only two other great corporations, both 
branches of the U. S. Government (the 
Reconstruction Finance Corporation and 
the Federal Reserve Bank of New York). 
As of December 31, 1945, Metropolitan's 
assets were $8,045,432,384. 

Prudential and Equitable are the num- 



ber two and number three insurance or- 
ganizations in the world. Prudential has 
assets of from five to six billion dollars 
while Equitable runs about a billion less. 
Neither expects its programs to achieve 
over-the-counter sales. Neither has a 
plush Park Avenue show, although Pru- 
dential's Family Hour borders on the 
prestige-that-no-one-listens-to category. 
Family Hour, it's claimed is the personal 
baby of the corporation's president, 
Carroll M. Shanks. The program is built 
for the most part around the ballad type 
of music that the middle-aged middle- 




Eric S»v«r»id, newsman, sells for Met/opolit«n on CBS although he only gives away health books 
40 



Jimmy Carroll and Rise Stevens do a duet on Prud li'l > 



SPONSOR 



income group in America enjoys and 
understands or feels that it should, it 
seldom rates higher than a Hooper of 8 
(February 2, 1947) and is usually nearer 6. 
It's the prestige type of airing that 
doesn't sell directly and which without 
Prudential's Jack Berch daytime broad- 
cast would put this insurance organiza- 
tion's use of radio in the same category as 
that of the John Hancock Mutual Life 
Insurance Company's. Hancock's recent 
sponsorship of the Boston Symphony 
played to the tune of practically no 
listeners (rated midseason 2.8) and pro- 
duced no discernible business. Jack 
Berch, on the full NBC network daily, 
produces direct leads and paves the way 
for Prudential agents to do a top selling 
job. Berch is a simple direct salesman 
who handles commercials just as he 
handles his homespun philosophy and 
songs. Berch is what insurance agents 
state they need more of on the air — for 
policy-closing's sake. Thus, Prudential not 
only has a prestige program which is 
beloved of its president and board of 
directors, but it also has a down-to-earth 
lead-producing vehicle that agents under- 
stand and use. 

Programing that has been designed to 
confonn to the specific listening likes of 
top insurance executives has done more to 
retard successful insurance air-advertis- 
ing than any other single factor. Insur- 
ance advertising on the air hasn't been 
geared to the facts of insurance life. It 
hasn't been used to make agents' doorbell- 
ringing open more doors, more quickly. 
Too much of it has actually been over the 

(Please turn to page 64) 




"This Is Your FBI" Is tense taut drama on ABC and it holds Its audiences while Equitable ajents sell 'em 




"Crimes of Carelessness" won nice press on MBS but 200 insurance sponsors were too hard to please 





ur"wlth veteran A| Goodman holding the baton Koussevitiky and Boston Symphony tickled vanity of John Hancock executives but sold few policies 
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GREAT 





There has always heen only one Sinpin" Sam. His 
unforf^ettahlc songs, sung to a superb vocal and 
instrumental accompaniment, have produced out- 
standinu sales successes. 13 minute programs with 
universal appeal. 



A five-man novelty band different because it com- 
bines a laugh riot with true musical talent. Each 
member has a truly fine voice and is an accom- 
plished musiiian. A "folksy" 15 minute program 
with big-time appeal. 



tr 
un 





The best loved melodies that linj;er in everyone's 
heart . . . beautifully framed by poems of Ro- 
mance. An out^tanding 5 minute show featuring 
Lawrence Salerno, Irene Verner and other top 
ranking talent. 



Curley Bradley, a real cowpoke with a efiii 
voice, brings you his unmatched sonj; «' 
the \Vest. 5 minute, tuneful tours thn ;h tl 
land of stampedes, sagebrush, and sourdi^hi. 





• • • 



mir€ or ^^On 

m 




YOUR HYMN 



FOR THE DAY 



j ica's most familiar hymns with each 
a program gem containing a short 
■I 5 minute masterpieces with wide 
icilly suited for a sponsor whose prod- 
d mood and spirit. 



Emile Cote's Wings of Song offers tradition in 
American choral music, and the Serenaders. 16 
superb mixed voices blended to produce thrilling 
15 minute renditions of the best from Tin Pan 
Alley, moviedom, and musical comedy. 




n<u h With 

Distinctive Appeal 

Here are six important sponsorship opportunities, 
six superbly produced series of transcribed pro- 
grams, six shows with a record of outstanding 
sales successes. 

If you are searching for sometiiing "different," 
co^sider one of these programs. A variety of 
moods and appeals are offered with at least one 
perfectly suited to carry you.r promotion 
efforts. 

Each of these T. S. I. shows is skillfuUy and 
professionally produced. Talent is not only 
featured by top ranking vocalists and en- 
tertainers, but annoju'icers, arrangers, and 
commentators are well known througii- 
out the radio world. 

Information Available 

You arc urged to wriic for informa- 
tion on the shows in \\ hich you are 
interested. T. S. I. will be pleased to 
send you full details including tech- 
nical and descriptive facts, back- 
grounds of the various artists, sales 
records, etc. 

Write or t-elefthoHe today or, if 
you prefer, fill out and ruajl the coii- 
pon below. 



117 Wi High St., SpringfTeld, Ohio 

Pleaie tend me deioili on the progromt checked be* 
low. 



Name _ 
Firm 

City Stale 

. Singin* Sam Capt. Slubby and the fiucconeert 

.Your Hymn for the Day Immortal lo^e Song* 
.Westward Hoi WIngt of Song 




TRANSCRIPTION SALES, INC. 

17 West High St., Springfield, Ohio Telephone 2-4974 




NEW YORK— TELEPHONE PLAZA 91446 } 
CHICAGO— TELEPHONE SUPERIOR 3053 ' 
LOS ANGELES— TELEPHONE HOLLYWOOD 5600 



SPONSOR presents the first of a series of indices of locally-produced pro- 
3rams available lor sponsorship throushout the U. S. and Canada. This issue lists 
representative disk jockey and novelty prosrams. These indices make available 
for the first time a yardstick on costs of local prosrams since stations of all sizes are 
indexed. October and subsequent issues will list participatins, man on the 
street, juvenile, music, drama, sports, news, breakfast, folk, and variety prosrams. 



lew MM 



Families: 2,353,000 Radio Families; 2,280,000 
Maine, New Hampshire, Vermont, Massachusetts, Rhode Island, 
Connecticut 
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TITLE 


APPEAL 


RATING 


LENGTH 


TIMES 
PER WEEK 


COST* 


DESCRIPTION 


CITY 


STATION 


BOB MOORE 


} uiiiily 


.N. A. 


12J-iuiii 


l> 


(m 


.Muiic, ehalt^r. g^nli 


I.awreoce, 
.M;us. 


WLAW 


I4S0 CLUB 


l-'annly 


.V. .\. 


24a-uiiiL 


1 


1.5-ni'tii 


.Novelty preseiitulliiii uf music by llTirr.v 
Osborne 


Bridgeport, 
Conn. 


WNAB 


PLATTER PARADE 


Wunieii 


S A 


CO-niiii 


5 


S4 pir 

spot 


Ad libs uiiii spiiiiiing by Bill Ura<llry 


Portsmouth, 
N. 11. 


WHEB 


RHYTHMS AT RANDOM 


lainily 


S. A. 


136-niiM 


1 


i\-2i 


.S?leclioii£ from phone rtquest:^. clutUer 


Watt-rbury, 
Conn. 


WWCO 


TIMEKEEPER 


Kaiitily 


4.3-5.7 


l»-iuiii 


6 


f5«.40 


News, weather. chalt«r, time chctki, 
mail-request tunes 


Worcester, 
.Mass. 


HNEB 


1240 CLUB 


Woiiieii 


N. A. 


15-imo 


6 


till) 


Daily quiz questions b>' mail and phone 
to members 


VVaterbnry, 
Conn. 


mrmrCD 


mo CLUB 


t :iir)ily 


0 10 4 


15-)uin 


ft 


Svi.40 


.\l]-.iiail-ri-quest show; news 


Worcester, 
.Mass. 


HNEB 



lliddle Itlantio 

Families; 9,653,000 Radio Families: 9,166,000 
New york. New Jersey, Pennsylvania, Delaware, Maryland, Washing- 
ton, D. C., West Virginia, Virginia 



i 



TITLE 


APPEAL 


RATING 


LENSTH 


TIMLS 
PER WEEK 


COST* 


DESCRIPTION 


CITY 


STATION 


ARTHUR COOFRET SHOW 


Kanuly 


N A. 


lOi-niin 


G 


Sim 6 

sp3ts a w'k 


Godfrey philtuophiies, jokes, -(pins 
platters; news, weather 


.Ne* Vork 
City 


WCBS 


CLUB SWINGTIME 


Family 


N. .\. 


3D-niin 


5 


sior .'0 

5 l.Vinjo 


Popular requests, tecn-a^c inttT\iews, 
students elect nucat nic's 


Wilkes-BLtrrr, 
Pa 


WILK 


COrFEE ANO DOUGHNUTS CLUB 


Woiilcu 


N. A. 


25-min 


>i 


rj 


l>viT-l he-coffee chatter, comments on 
FS\, juke ha\ music 


New York 
City 


WSYN 


FOSTER BROOKS 


Kjiiiily 


N. A 


13-min 




il60 


Records, poetry, humorous chatter 


UufTalo, 
.N. V. 


WKBW 


FRED SCOTT SH3W 


Wumcn 


N. A. 


r>0-min 


S 


Talent ST 50 
per show 


Piipular, lieht ela.-isie iimsic aa mail re- 
quest; live sonKS, piano 


Charleston, 
W. Va 


WKNA 


HI NEIGHBOR 


l-aiiiilv 


X. A 


4j-iniii 


ij 


0. It. 


Uirthdav eon^tulatiotis chatter, popu- 
kir music 


Johnstown, 
Pa 


WARO 



' Time and talent unless otherwise indicated. N.A.-Not Available, H-Hooper, C-Conlan, P-Pulse, E-H - Elliott-Hayes, O.R.-On Request 
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NOW... 



avaiUble for local and re- 
Sional sponsorship on trans, 
scriptions , . , The same 
prosram format that has 
been so successful for so 
many years on the networks.' 

Three or Five Times 
Weekly! 

260 Shows Now 
Ready! 



17 Years in Network Radio! 



Ei-ght yedrj for the 
IrDn^ied Ytait Com- 
pany . . . Highest 
sponsor identifica- 
tion in all radio. 



Sets tuned-in In 
Metropolitan New 
York, revealed that ^ 
42% of the radio lis- ^ ^ 
teners in the city 
constantly dialed to John J. Anthony. 

For a long period of time John J. Anthony led 
all other programs on the Pacific coast. 

For a period of ten years John J. Anthony de- 
livered more per dollar spent than 90% of the pro- 
grams on the air. 




John J. Anthony holds a remarkable record of 
consecutive weeks on the air,- 400 consecutive 
Sunday nights on Mutual; 269 consecutive Sundays 
on ABC WITHOUT MISSING A BROADCAST. 

Constantly one of radio's largest mail pullers. 
Millions of letters received to date. . 



(I 

CORPORATION 

1 1 EAST 52nd STREET, NEW YORK CITY (22) ELDORADO 5-551 1 

other KERMIT-RAYMOND shows include "Hollywood's Open House." "The Eddie Bracken Show," Dave Elman's"Hobby Lobby," 
"The Frances Lederer Show," "At Home With Fay and Elliott Roosevelt," "Radio Theatre of Famous Classics." 
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IIILE 


APPEAL 


RATING 


LENGTH 


TIMES 

PER WEEK COST* 


DESCRIPTION 


CITY 


STATION 


JAN'S TUNE ROOM 


Vt QIIK 11 


N. A. 


5-IIIIII 


0 


S50 


Sweet muxie, jioetry, interviews, ehatler 


Uinghaiiiton, 
X. V. 


WINR 


JOllr JUOCE 


W ouipn 


N. A. 




0 


f!0 f r 

B|Mjt 


Mimmuiii talk, fDaiiiiiuiu music from real 
] Justice of the Peace 


:5cheneet»dy, 
X. V. 


1 WCV 


JUKEBOX JAMBOREE 


l-'aiuily 


.V. A. 


55-nii II 


6 


1177 25 


{ Jukctxix Iciylcrs, ttandanl favorites; 
loiiiimuin cliattrr 


Beckiey, 
W. Vt. 


WJIS 


JUKEBOX REVIEW 


]'':iniily 


\ A. 


'JO-iiihi 


6 


S1<J.47 inr 
15-ajin 


1 All-tinie favorites and latest rtleasf-s 
1 


.N'anticoke, 
I'a. 


WMHl 


MAKE BELIEVE BALLROOM 


Family 


4 3 P 


210-iMiu 


6 


I150U PI T 
U 15~Uiln 


j 

Ouc of oldc-st disk jockey sliows; popular 
1 recordings, block patter 


Xew York 


WNEV 


MARTIN TDBIN SHOW 


Adutt 


N*. A. 


90-miii 


<i 


J IS inr 

lU-miD 


".Man alwut Midiiiglit" TobiD in re- 
cordings and patter 


j City 

Buffalo, 
X. Y. 


i WCR 


MEETIN' WITH KEATON 


Family 


N. A. 


lO-luin 


6 


im 


Keaton is also well known from persona] 
appearances 


Buffalo, 
X. Y. 


WCR 


MILKMAN'S MATINEE 


Family 


*N. A 


420'miii 


1 


tlOSO per 
wk, 1-hr seg 


j .Art Ford's all-night session; guests when 
availahle 


New York 
Titv 


WNEW 


MR & MRS. MUSIC 


Family 


.V. A. 


ISO-mill 




1 tS50 

6 15-lDiD 


Siuger Ilea Wain and husband .\ndre 
Baruch, guests, contests 


Xew York 
City 


WMCA 


MUSICAL NITECAP 


Fauiily 


N. A. 


60-min 


5 


IS5 

5 15-min 


Local color chatter, guests, records; 
starts at 1 1 p.m. 


Ueeklcy. 

W. \'8. 


WWNR 


MUSICAL SCOREBOARD 


Tee D -age 


N. A. 


210-uiin 


1 


0. R. 


Itequcsls tabulated, leading bands, songs 
played last period 


Roanoke, 
Va. 


WROV 


MUSIC HALL 


Family 


N. A. 


120-mili 


6 


(2100 
b 1-hr seg 


Jerry .Marshall in afternoon seisiion 


New York 
City 


WNEW 


MYSTERY MUSIC MAN 


Family 


.V. A. 


15-miii 


5 


(110 


Features specialty numbers; prizes for 
naming mystery tune daily 


Wilkcs-Barre. 
Pa. 


WILK 


PLATTER PARTY 


Family 


X. A. 


9M-niin 


6 


t20S.S6 


AU-requcst program 1 1 .'30- 1 am 


Huntington, 
W, \a. 


WSA2 


PLEASE PLAY 


Family 


X. A. 


15-inin 


6 


J117 


Requests, news, chatter sen'ed up by 
Wiles llallock 


Warren, 

Pa. i 


WNAE 


POLKA TIME 


Family 


N. A. 


eo-min 


i 


136 per 

6 panic 


All-request, featuring polkas, homey 
cliatter, oddities 


Indiana, 
Pa. 


WOAO 


PRAIRIE STARS 


Family 


N. A. 


bO-min 


C 


J300pcr 
6 15-mia 


Popular hillbilly music, Rosalie .Allen's 
yodelling and chatter 


New York 
City 


WOV 


RALPH SNYOER SHOW 


Family 


N.A. 


60-min 


6 


tl75 pc; 
6 15-min 


Participating spots each 5-min; two 
radios given daily in tie-in 


Buflalo, 
X. Y. 


WGR 


RUB-SCRUB MUSIC CLUB 


Women 


X. A. 


130-min 


6 


0. U. 


Guests, household hints, phone cbats 
(aired), gifts; partidpating 


Roaooke, 
Va. 


WROV 


/too CLUB 


Fuiiuly 


X. A. 


S6-min 


6 


m per 
15-min 


Guest bandleaders, vocalists; pin-up 
contests, quizzes; afternoon 


Woodsidc, 
X. Y. 


WWRl 


SWING SESSION 


Family 


U 11 


15-iuin 


5 


t!>5 


Platter-cbatter show based on request 
mail 


Scraotoo, 1 
Pa. 1 


WARM 


TEO HUSINC'S BANDSTAND 


Family 


NV A. 


210-niin 


6 


11197 per 
6 15-miD 


E.ieb quarter-hour devoted to a single 
popular artist 


New York | 
City 


WHN 


TUNE INN 


Women j 


X A 


120-mm 


3 


130 

talent , 


.Mid-mornine session features old and 
new' "siilgabTc" favorites 


Washington, 
D. C. 


WWX 


1110 CLUB 


Family 


S. A. 


150-iiun 




J255 per 
6 10-niin 


Fred Robbins and faxnous guest star^; 
special prinleces for clul>-meuibers 


New York 
City 


WDV 


HE CONGRATULATE 


Family 


16. 2 C 


45-iuin 




$'.'04 per 
6 15-min 


Musical dedications to anniversaries 
wedding, birthday, etc 


New Castle, 
Pa 


MKST 




SHOW SHOP 


Family 


3.0 11 


30-min 


1 

1 


»240 


Musical show mc'd by Walter Ptcston 


New York 
City 


WOR 


AT HOUC MITH TEO COROON 


Family 


X A. 


15-11)10 


I 

S 


1170 


Popular, semi-popular all-request tunes 
on Hammond Deetne Organ 


Xew Castle. 
Pa. 


WKST 


BUOO SINES SINGS 


Family 


N > 


14*5-inin 




(73 


Popular, semi-d.'issical. ballads 


Trrnton, 

X.J, 


wnM 


Time and talent unless otherwise indicated. N.A. 


-Not Available, H-Hoopcr, C-Conlan, P-Puisc, E-H - Elliott-Hayes, O.R.-On Request 
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WANT A 

CHOICE 
'^ROGRAM?] 






^ -THEN IT'S 

' WIRE 




PERSONALITY? 




r 





WIRE 

BASIC NBC • 5000 WATT! 
JOHN E. PEARSON COMPANY 

NEW YORK ' CHICAGO • KANSAS CIT 



AFFILIATED WITH 



The Indianapolis Stai 




EDWARD RETRY AND COMPANY... NATIONAt REPRESENTATIVES 
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TITLE 


»PPE»L 


RATING 


LENGTH 


TIMES 
PER WEEK 


COST 


DESCRIPTION 


CITY 


STATION 


PI A NF TA I K 




Mpii 


N. A. 




I 


HS'l 2.> 


.\vi3tif)ii iitws interviews \^'ith iiviiition 
experts 


I'rtt.Hl)i[rKli 
I'a, 


KOKA 


TEA TIME AT 


THE TERRACE 


Women 


N. A. 


30-luill 

■ 


5 

— 


f-'5 
talent 


Iiiicr\'icw3 wiih woiticn m ihc Tertiicr 
Dining Uooni 


Churleatoii, 
W \a. 


WKNA 




YORK 




N. A. 


30-iulil 


1 


$720 0 
tpnts a w'k 


Eirtcrtuiiiriicnt review:!, w irc recordings of 
sput ncvki; Kuc^ts, etc. 


Xc w York 
City 


WCBS 


WHERE WERE 


VOU.' 


Fatiiily 


X. A. 


15-iiliD 


5 




Tunes, news of 1925 4.5; wiih items 
mlvcrtised. etc. 


Paducah, 
"> - 


WKVB 


VOUR PET 




Family 


X. A. 


5-i)iiii 




0. R. 


Lists lost and fouitd pcti, pets uvuilable 
for adoption; stones 


riyraciise. 
N. V 


WNOR 



Middle Western 

Families: 12,140,000 Radio Families: 1 1,387,000 

Ohio, IncJiana, Michigan, Wisconsin, Illinois, Minnesota, Iowa, 
Missouri, Oklahoma, Kansas, North Dakota, South Dakota, Nebraska 




IMsk •lo<*k<^v 



TITLE 


APPEAL 


RATING 


LENGTH 


TIMES 
PER WEEK 


COST* 


DESCRIPTION 


CITY 


STATION 


ALL REQUEST SHOW 


Family 


X. \. 


GO-niiii 


5 


0. R. 


Big mail draw for six years. "Participa 
tions pull response" 


Sweetwater, 
Tex. 


KXOX 


ALL REQUEST SHOW 


Family 


X. A. 


(K)-miii 


6 


0. R. 


Listener-requests run mostly to popular 
bands, vocalists 


Centralia, 
111. 


WCNT 


ANTTHING GOES 


Family 


N. A. 


GO-niin 


« 


0- R. 


All kinds of music, with much chatter 
and gags 


Cleveland, 
Ohio 


WJW 


AT rOUR REQUEST 


Family 


X. A. 


4o-min 


5 


$iSO 


Mail requests only, though show has 
liv'e audience in studio 


Belle\iUe, 
111. 


WIBV 


OAVE GARROWAV SHOW 


Family 


K. A 


30-miu 


5 


0- R. 


Personality record show with Garroway 
spinning platters 


Chicago. 
III. 


WMAO 


OINNER OANCE 


Family 


X. A. 


7a-min 


6 


m 


Mail requests for records and e.t.'s; st»g 
features 


Shawnee. 
Okla. 


KGFF 


EOOIE CHASE'S MAKE BELIEVE 
BALLROOM 


Family 


N. A. 


75-min 


5 


$400 

6 15-niin 


One of oldest and most popular record 
shows in market 


Detroit - 
Windsor 


CKLW 


1160 CLUB 


Family 


N. A. 


90-inin 


5 


0. R. 


Most of it sold to local sponsors. Hot 
jazz, pop tunes 


Chicago. 
111. 


WMAO 


l4Sa CLUB 


Family 


6.5 H 


30-min 
I5-min 


5 
5 


$55.90 30-min 
S40.60 15-min 


Features high school news, recorded 
jazz classics 


Canton, 
Ohio 


WHBC 


1400 CLUB 


Family 


N. A. 


30-miii 


5 


0. R. 


Late afternoon selection of pop tunes, 
requests, etc. 


Saginaw, 
Mich. 


WSAM 


JACK THE BELLBOY 


Family 


N. .C 


210-min 


6 


S60 1,5-aun 
$18 per spot 


Record show with musical celebrity 
interviews, requests 


Detroit, 
Mich. 


WJBK 


JAZZ JAMBOREE 


Family 


N. A. 


30-miii 
60-min 


5 
I 


$208. 25 


Has club member;, well-promoted con- 
tests, gag features 


Joplin, 

Mo. 


WMBH 


JIM HAMILTON'S RECORD SHOP 


Family 


2.7 H 


10-15-min 


5 


$24S.45 15-tmii 
$216.25 10-min 


"Lowest cost-per-thousand afternoon 
show"; W'lSD 


Chicago. 
III. 


WIND 


JUKE BOX SERENADE 


Women 


4.6-6.3C 


lo-min 


5 


¥S0 


Features interviews with name band 
leaders. ?uc5t stars, etc. 


Spring6eld, 
III. 


WTAX 


NIGHT WATCH 


Family 


X. A. 


330-niia 




S4 SIK'ec 
$7 I-nuD 
spots 


Chicago's only ;ill-night news and disk 
jockey show for 11 years 


Chicago, 
lU. 


WIND 


OWL'S CLUB 


Family 


X. .V 


15-inia 


6 


$25.40 per 
15-iiua 


All-request program that is big local 
mail puller 


Canton, 
Ohio 


WHBC 



* Time and talent unless otherwise indicated. N. A.-Not Available, H-Hooper, C-Conlan, P-Pulse, E-H - Elliott-Hayes, O.R.-On Request 
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H eadquartcts for service. . 




/ 



\\ hile you'io at the Convention, look for the con- 
spicuous neon sign that says "BMI-XAB". That's 
where yon'll find the Offieial Information Center... 
rii^ht in the middle of Convention II all... waiting to 
seiA e von. 

Service, as \ on well know, is the main theme son'' 
of BMI. BMI serves the broadcaster all vear aronnd, 
of course, hnt dnring this week at the XAB Conven- 
tion in Atlantic City BMI undertakes another kind of 
worthwhile service hy operating the Official Infor- 
mation Center for the whole <'et-tO''cthcr. 

It s yours to use— vours to scr\c von. 

Meet your friends there. Ask all the questions vou 
w ant . . . about the timetable of meetings, what's plav- 
iug at local tlieateis, where fellow broadcasters are 
slaving, or even how to i,'el the bitriicst lobster dinner 



in Atlantic City. And, if you're expeetiug any urgent 
"phone calls, remember that the BMI-XAB Informa- 
tion Center has direct lines to all leadin<i hotels. When 
the call comes through well sec that \ou receive it 
right in Convention Hall. 

'Don 't Miss the Model Music Cibrarij 

There's .still another service feature too— a Model 
-Music Library— set up to offer suggestions on how to 
impro\ e the music library back at \ our own station. 
BMI has incorporated the best features of many 
efficient svstems in this Model Librarx'. You'll find it 
full of valuable hints that can he adapted to any sta- 
tion, large or small. 

BMI has been wholeheartedlv scrvinii broad- 
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SPONSOR 



tie BMI-NAB Official Information Center 

at the NAB Convention. 



f MODEL MUSIC LIBRARY 





When it's BML. 



ca;ers since 1941. Today, more than 1,700 alert 
it.ions arc improving their programming with BMI's 
\'r and varied musie repertoire. . .its useful and 
a ahle .scripts ... its enormous fund of other music 
Hgramming aids, bulletins, biographies and sug- 
.jcions. 

hidustry-owned, industry-operated, BMI is of, 
);and for the broadcaster. Its services are alwavs 
\ c rs— todav at the XAB Convention, and everv other 
li; of the vear as well. 



it's yours 



• Every bar of music in BMI's versatile and enor- 
mous catalogue is yours. 

• Every service offered by BMI to improve music 
programming is yours. 

• Every BMI song performed over the air is yours. 
Because, you sec, BMI itself is yours. Broad- 
casters established BMI. Broadcasters maintain 
and operate BMI. It functions only to serve you 
and the interests of our great industry. 



'broadcast W. 



N,E W YORK 



CHICAGO 



HOLLYWOOD 



SEPTEMBER 1947 
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TITLE 


APPEAL 


RATING 


LENGTH 


TIMtS 
PER WEEK 


COST* 


DESCRIPTION 


CITr 


STATION 


KHrTHM «T RANDOM 


\ iillil \- 


\ A. 


3l)-inin 


S 


$252 for 5 


Pop tun-* an J hliow tune-t witli talk 
alxiut thr reronliiis artiste 


Chicago, 
III. 


WENR 


RHTTHM <I RiNOOM 


Kuiiiily 


1 s s !i M 


15-inni 


5 


ii-.k 


Does not play re rjuentji, but hag pro;;ram 
appi-ahiin to I* 50 yrs 


Iii<liaiiapoli.«, 
Ind 


WFBM 


RHTTHM <T RINOOM 




N .\. 


60-iiiin 


1 




Cliatter un<l lilt records liy I'aul Priee, 
(lii-k jorkey 


Ft Wavne. 
Ind. 


WCL 


RUOOLPH RCVUC 


K^iiiilv 


S K. 


30- 


5 


j:b 

5 15-inui 


"More mail pulird than any other IrK'al 
projEram." Kecorils. ad lib 


.NIeAlester, 
rtkla. 


KTMC 


SPIhMCR SANCTUM 


\S'oiIlrll 


S A 


f>0-iiiin 


5 


SI 27 5(1 
5 15-nnn 


■Mythical "haunted houw ' with hot jazz 
itiHteail of haunts 


Tulsa 
(Ikla. 


KFUJ 


SUGAR AND SPICE 


Juvenile 


N. A 


3U-II1III 


>i 


0 R 


Some swei't . some hot reeordy in this 
bie mail-puUer 


W ichila, 
Kan*- 


KANS 


SAINC MITH WING 


I'uiitlly 


N A. 


355-inm 


7 


0. K. 


Atl-hicht jockey Gene Barry has built 
up tremendous listening 


Davton, 
Ohio 


WINC 


13411 CLAMBAKE 


Kiimilv 


S. A 


60-niin 


S 


0. H. 


Two jockeys call listeners for requests 
and dedications 


Poplar Bluff, 
.Mo. 


KWOC 


TUNES'TIME.TEMPERATURE 


I-iiiiiily 


N A. 


30-min 




0. I{. 


Pop records and patter, with weather 
an 1 time signals 


Chicago, 
111. 


WMAg 


>«V<»ll V 

• 


FOOD MAGICIAN 


Women 


\. A. 


15-mili 


5 


0. R. 


Discusses famous foreign dishes and their 
histories 


Chicago, 
ill. 


WMAQ 


HOUSEWIVES 1. Q. 


Women 


X. A. 


ao-inin 


5 


0. R. 


Housewives are quizzed by emcee and 
hostess; prizes 


Columbus, 
Ohio 


WHKC 


HOWOT. MR LINCOLN 


Family 


.N. A. 


15-miu 


3 


0. R. 


News of years gone by done in dra- 
niatic format 


Chicago, 
111. 


WMAQ 


HOW WELL CAN rOU SPELL 


Women 


N. A. 


]5-n)in 


5 


nio 


Listeners called by program; spell words 
for prizes 


.Nluncic, 
Ind. 


WLBC 


JUKE BOX JAMBOREE 


Family 


\. A. 


45-min 


i 


!42 per 
lA-mIn 


Features mythical gag character named 
"George." Records 


AherdecD, 
S. D. 


KtBR 


MARKET BASKET 


Women 


S 1 C 


lo-min 


5 


tl7 iOper 
panic 


Remote from grocery stores; housewife 
quit-inler\new 


Springfield, 

m. 


WTAX 


ODDS AND ENDS 


Women 


5.0C 


15-inin 


S 


t"(7..50 


Poetry and philosophy with organ back- 
ground 


Springfield, 
111. 


WTAX 


THE ROENS 


Women 


X. A. 


13-min 


3 


0. R. 


Husband-aod-wife show, with discussion 
of current news 


Chicago. 
111. 


WMAO 


WHAT'S NEW 


Woineii 


X. A. 


15-min 


5 


{90 


Like Kate Smith format, plus phone 
giveaway gimmick 


Stillwater, 
Okla. 


KSPI 




Fainilies: 8,380,000 Radio Fainilies: 6,399,000 
Arkansas, Kentuclcy, North Carolina, South Carolina, Tennessee, 
Georgia, Alabama, Florida, Louisiana, Mississippi, Texis 




TITLE 




APPEAL 


RATING 


LENGTH 


TIMES 
PER WCCK 


COST' 


DESCRIPTION 


CITY 


STATION 


AFTEHNOON SHOW 




Women 


N A. 


30-min 


5 


174 per 
1) spots 


Homey di.<k se.-^sions presided over by 
Jiminie Willsoo 


Birmingham 
Ala. 


WAPI 


AH ANO PM MAIL BAG 




Faiuily 


X A. 


Sn-min 


5 


f7* ,^3 5 15- 
min per wk 


Morning and afternoon disk sessions 
with Mackie Quave: news 


Columbia. 

s r. 


WKIX 


A STUDY IN BROWN 




Kamil.\' 


10 


3ll-niin 


a 


0. H. 


B,ised on mail requests 


Durham. 
X.( 


WONC 


* Time and talent unless 


oth 


erwise in 


dicated, N.A. 


-Nol Aval 


lable, H-Hooper, C-Conlan, P-Pulse, E-H - Elliott-Hay 


es, O.R.-On 


Request 
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SPONSOR 



THE TEXAS RANGERS 





AlonK with your sponsorship of The 
Texas Ranjfers you now have the 
added ammunition of a 48-pa»?e oriRi- 
nal sonK book and picture album. An 
ideal Kive-away or self-li<]uidatin(f 
offer. You get your copies at cost. 
Write — better yet. wire — for com- 
plete details. 



Traditionally, music of the west lies deep in the heart of 
Americans. It is music that never grows old, music that becomes 
more loved with the passing years. The Texas Rangers— "America's 
foremost singers of western songs"— have transcribed more than 
500 of these traditional melodies. 

Through the years our country was at warTheTexas Rangers 
provided endless hours of entertainment for millions in three 
countries by means of these transcriptions. Now they're back in 
person, at present in Hollywood where they have just completed 
"The Last Roundup" starring Gene Autry, for Columbia. 

Ride down the trail with The Te.\as Rangers... a trail that 
leads to higher Hooperatings and satisfied sponsors. The Texas 
Rangers transcriptions are priced to the size of your market. 
An almost endless combination of programs is at your com- 
mand. And for those with FM, the wide-range vertical cut 
transcriptions mean the best. 



George E. Holley, Manager, Syndicated Features 

ARTHUR B. CHURCH PRODUCTIONS 

PICKWICK HOTEL, KANSAS CITY 6, MISSOURI 



SEPTEMBER 1947 
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IIIIE 


APPEAL ' 


RATING 


LENGTH 


TIMES : 
PER WEEK 


COST 


DESCRIPTION 


CITY 


STATION 


tll«NCHIN- DUI 


FHiiiily 


N A 


30-iiiin 
15-miii 


0 
0 


1255 
1127.50 


Refrordi-d ft-atureii from danees. teen-age 
ineetinKS. reeords 


JoliiLson City, 
Teiiii. 


WJHL 


BUTtEH'S flNTDV 


I-iiiiiily 


X. A. 


120-iuin 


9 


0. K. 


Audience partiCiitatioiis, records, weather, 
news, come<ly playlets 


Miami, 
Ha. 


WCBS 


CDRSiTT't DRBII 


Kaniily 


S'. A. 


55-niiii 
15-inin 


5 1 
5 


I27») 75 
iS4..30 


K<-eords, dialect patter, skits 


Durham, 

x.c. 


WIIK 


DINCE MATINEE 




S'. A 


&5-iiiin 


5 


1.50 pi r 5 15- 
iiiin pr-r wk 


t 

Dance music for teen-agers 


Aleiandna, 
1^. 


KPOR 


DIVE'S n«X WORKS 


Fuinily 


X A. 


15-[iiiii 


5 


tl 0.50 


Dave Overton spun this one X'i /Voon. 

Time Rhythma for 13 years 


Biruuiighain, 
Ala. 


WBRG 


JIHHT <ND Hit Gim FRIENDS 


F.-imily 


N". A. 


30-niiii 


' 


(200 


Jimrny Domrll, lyv Barras. Virginia 
Itoyd with platters and chatter 


1 

Port Artliur, | 
Tel. 


KPAC 


JIVE Till FIVE 


Tifn-agc 


12 S 


GO-Diin 


5 


0. R. 


Popular dance parade, leans to swing 


IjiG range, 
Ua. 


WLAG 


JUKE BOX REVIEvt 


raiiiily 


N. A. 


90-min 


0 


113.50 prr 

6 spoU 


Request program, humorous chatter 


Tarly*ro. 
X 0. 


WCPS 


JUKE BOX SATURD«T NIGHT 


Family 


X. A. 


GO-min 




(5 prr 

spot 


Mail, phone requests 


Kev West, 

Ma. 


WKWF 


JUKE BOX SERENADE 


Faiiiily 


X. A 


60-min 


G 


IGG prr 5 15 
niin prr wk 


Popular music request show- 


Xorth Little 
Rock. Ark 


KXLR 


lEI-S DANCE 


Family 


S' A 


120-niin 


G 


JSl 30ptr 6 15- 
min prr wk 


Ken Corbet spinmng 'em 


Durham, 
N. C. 


WTIK 


HAIlBDX RDUNDUP 


Family 


N. A. 


40-iiljn 


5 


$175 


WHOP; "A local record show, but 
nothing local about its mail pull" 


llopkinsnlle, 
Ky. 


WHDP 


MAKE BELIEVE BAllRDDM 


Family 


N. A. 


55-inin 


7 


J2S per 7 
spots prr wk 




Built around requests; ad lib chatter 


Florence, 

6. C. 


WDLS 


MAKE BELIEVE BAURDDM 


Family 


N. A. 


ISO-min 


7 


19 per 

6 spots 


Jo\'ial Johnny Vacca spinning records 
and chatter 


Odi-sa. 
Tex 


KECK 


MIDDAY SERENADE 


Family 


X. A 


160-min 


6 


0. R. 


Vews, household hints, dedications, 
music, chatter 


New Orleans. 
La 


WJBW 


MOOVIE CRDDVIE 


Family 


X. A. 


30-min 


1 


0 R. 


"A hep-cat show spun by Jumpin' Jack 
the Jiver" 


Xcw Orleans, 
La. 


WDSU 


NICHTWATCH 


Women 


X. A. 


90-niin 


6 


0. R. 


Requests, dedications 


Miami, 
Fla. 


WCBS 


PAY DAY MAIINEE 


Family 


S 11 


150-min 


1 


SI50 


Phone requests; popular and swing 
favorites 


Bimiinghani, 
Ala. 


WKAX 


PIATIER CHATTER 


Women 


N. A. 


55-niin 


5 


RGo 
spots per wk 


Requests, contests, prizes 


Lexington. 
Ky. 


WUP 


PLATTER CHATTER 


Family 


5.5 


75-niin 


5 


0. R. 


Straight disk jockey show with slant to 
teen-age crowd 


Mendian, 
.Miss. 


WTDK 


RHYTHMATINEE 


Family 


.\. 


90-win 


G 


(68 prr 5 IS 
mill prr wk 


Popular favorites 


Jackson. 
Tenn. 


wus 


RIVALRY IN RHYTHM 


Women 


N. A. 


30-min 


3 


0. R. 


.Mid-afternoon; swing period followed by 
sweet music 


Savannah, 
Ga. 


' WTOC 


ISOO CLUB 


Family 


X. A. 


45-mm 


G 


0. K. 


.Mail, phone requests 


Kev West, 
Ha. 


WKWt 


SWING CLINIC 


Family 


N. A. 


150- mm 


5 


ilSIOprr 

5 ^put.s 


First period, "bluest boogie," la.«t 
period, "hit par.ide" 


.Augusta. 
Ca. 


WBBg 


IJ70 CLUB 


Fami'V 


N. A 


30'mili 


G 


0. R. 


Kcqup.'^ts. musical quii, .Abeicromltic 
the talking horse 


Longview. 
Tex. 


KFRO 


I2S0 CLUB 


l-'iiiiiily 


S.iill 


GO-uiin 


G 


0. K. 


(".eorgc Crouchct spinning requests: live 
talent on Saturday morning 


Port Arthur, 
Tex. 


KPAC 


mo CLUB 


Kaliilly 


6 10 


45-fiiin 


5 

1 


j 0. K. 


Plat ten: and chatter 


Kiiox\ille. 
Tenn. 


WBIR 


l]JO CLUB 


1-anuly 


N A. 


30-min 


1 ° 


1 112 30 prr 


Music; cash priic to correct answers 
about sponsor's proiluct 


Corinth. 

MlS^. 


WCMA 


1130 CLUB 


Kaiully 


X. A 


15-niin 


1 6 


j G fpots 
»07 20 


Olil favorites, latest hits 


1 

Jones boro. 
Ark 


KBTM 



* Time and talent unless otherwise indicated. N.A.-Not Available, H-Hooper, C-Conlan, P-Pulse, E-H - Elliott-Hayes, O.R.-On Request 
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TITLE 


APPEAL 


RATING 


LENGTH 


TIMES 
PER WEEK 


COST* 


DESCRIPTION 


CITY 


STATION 


MCIS PLATTE! PARIV 


Kanilly 


N A. 


(iO-tiutt 


a 


0. K. 


KeeorilB and fun 


Clreenwood, 
SC. 


WCRS 


kMCr W«< kORKS 


Fuiiul>- 


S A. 


60-niin 


5 


1.15 i. r 
5 sjxAa 


M .Mohr, hob DoiiaJiliMn, VA Brown 
with plattenf and chattiT 


.Montgomery, 
Ala 


WMGY 


X«»v«»l(y 


« LISTCNCR'S CHOICE 


Womea 


X. A. 


15-lniii 


5 


0. R. 


Li.'itcners plan ma^e selectioiu used each 
day. Pull r^port«d KOtyl 


LaGrange, 
Ga. 


WUC 


tUDITIONS OF THC tin 


Tamily 


.v. A. 


30-min 


1 


J300 


Studio loosic staff provides live afaow- 
ease for local amateurs 


N>w Orleans, 
I/.. 


WWI. 


BtBV Ctll 


Women 


N. A 


5-inin 


6 


JI3 


FoUowJ moromf; new5ca.st with a list of 
all ne^' l>-il>>eji liorn 


Roanoke 
Rapids. N. C. 


WCBT 


CtUDlINt PHILOSOPHER 


Viliill 


S.OC 


15-niia 


9 


rs S3 

5 15-iuin wk 


Homey, country-type philofiopby done 
with mood inu-<ie bfkicroim'l 


Columbia. 
S. C. 


WKIX 


OttOREtMER 


Women 


X. A. 


15*uuii 


3 S 


3 15-miii wk 


Poetie reading:) done with a musical 
background 


.Montgomery, 
Ala 


WMGY 


FEMININE FANCIES 


Women 


N'. A. 


15-iiiin 


2 3-5 


13 talent 
per b'cast 


Mix t ure of beauty and fashion bint^, 
plus popular music 


Paducah, 
Kv. 


WNVB 


FOUNTAIN FROLICS 


Family 


N. A. 


30-iuiil 


5-a 


0. U. 


Remote quiz from local drugstore. One 
sponsor: "bit up 12'^% in month" 


Knox vi lie, 
Tenn. 


WIBK 


FREE TO YOU SHOW 


Women 


K. A. 


)3-min 


1 


0 R. 


(iive-aw'ay program done from local 
furniture store 


.Asheboro. 
X 0 


WCWR 


KIOOIE CLUB 


Family 




60-min 


1 


145 


Broadcast from staee of local theater in 
cooperation with YMCA 


HuntsN'iUe, 
Ala. 


WFUN 


KIOOY CIRCUS 


Family 


X. A. 


3U-min 




150 


"Largest listening audience of any 
show— daily or weekly" 


.S'ewberry, 

S. C. 


WKOK 


MERIOKN PHILOSOPHER 


Adult 


X. A. 


1 o-min 


s 


0. R 


Human interest stories 


Meridian. 

Miss. 


WTDK 


MUSICAL MELODRAMAS 


I'auuly 


X. A. 


15-iiiin 




116.50 
talent 


Melodrama satires based on titles, etc.. 
of current musical hits 


Louis\-ille. 
Kv. 


WAVE 


SCHEDULE FOR LIVINC 


Women 


S. A. 


15-nUD 


3 


So2.93 


Inspirational program. Stories, music, 
news for women 


Horencc. 
Ala 


WMFI 


SERENADE 10 A HOUSEWIFE 


Women 


2 9 11 


30-:nin 


S 


J45 per 
b'cast 


Personality music-and-poctry show, done 
in an intimate, personal style 


San Antonio. 
Tev 


KM AC 


SOUTHERN TRAILS 


Adult 


X. A. 


IS-inin 


s 


Sl3l 


Ralph .\lclntyre weaves legends of the 
South with a background of mtisic 


Jackson, 
Tenn. 


WtJS 


STORK CLUB 


Womi-Q 


X. A. 


15-min 


1 


tU.45 


.\nnounc('ment of new babies born, 
with .Mothers Hub. etc. 


Florence, 

S. C. 


WOLS 


.STORK PARADE 


Women 


X. A. 


15-miu 


1 


si;.5U 


".Music — announces births — names of 
parents — details": 


Pensacola, 
Fla. 


WBS* 


SWAP SHOP 


Adult 


X A. 


15-niin 


7 


s:».9o 


Carries lis^tings of items to buy, sell, or 
swap 


.\shland, 
Ky. 


WCMI 


VOICES OF THE COASTAL EMPIRE 


Women 


9 40 


15-U111I 


5 


17.50 
talent 


Staff women's commentator with news 
and city guests 


Sav'annah, 
Ga 


WTOC 

1 


WHEEL OF FORTUNE 


I'aiiiily 


X. A 


3U-mm 


1 


160 


Top-rating local giveaway show. Over 
40,000 names entered 


Pensacola, 
Ha. 


WBSR 


WMFT TALENT SEARCH 


l-':miily 


N. A. 


30-niin 


1 


t30 


Standard amateur format with staff 
emcee, ilrchestra a\*ailablc 


Florence, 
Ala. 


WMFT 


WOMAN'S WORLD 


Woiiien 


X . A 


5-iiiin 


5 


141.50 


".\ new approach to sensible hou5e- 
ke*'p'me fiiltTtainment" 


Orlando. 
Fit 


WOKZ 


• 1 II V<^ll i (Balance ol Juvenile shows 


n Oclober issue) 










BUGS BUNNY CLUB 


\ il\rf 


S A 


3(i-min 


1 


$:ii 

lali'lll 


Local kid talent tn ilowntown theater 


Knowillc, 
Tenn. 


HBIR 


TLEN CANTEEN 


T«'»'(i-:i(re 


S A 


I2il-iiiin 


,1 


0 It 


l.ate records; tlc-iii with school sports, 
etc. tet-il-age .-ictlvities 


Koiuton. 
Tex 


KTHT 



* Time and talent unless otherwise Indicated. N. A.-Not Available, H-Hooper, C-Conlan, P-Pulse, E-H - Elliott-Hayes, 
56 



O.R.-On Request 

SPONSOR 



IT'S YOU 



MOVE 





Want The Famous Prize Winning WEATHER FORECAST JINGLES? 
Want Custom Built Spots? 



Musical Time Signals? 
A "TOP" Mystery? 
A Dramatic Show? 
A Soap Opera? 
A Musical? 



IF you need transcribed shows or spots, see us at 
NAB CONVENTION BOOTHS 45, 50, 50A, 
CONVENTION HALL 
or 

AMBASSADOR HOTEL, ATLANTIC CITY 



IT'S 



youR 



MOVE 



WRITE, WIRE OR PHONE AND WE'LL DO THE REST 



19 EAST 53rd STREET RADIO PRODUCTIONS NEW YORK. N. Y. 



Familiei: 5,074,000 Radio Familiei: 4,766,000 
Montana, Wyoming, Colorado, New Mexico, Idaho, Utah, Arizona, 
Nevada, Washington, Oregon, California 




lli.sk •l4»4*k4^V 



TITLE 


APPEAL 


RATING 


UNCTH 


TIMES 
PER WEEK 


COIT* 


OCICRIPTION 


CITY 


STATION 


AFTER HOUR} 




X. \ 


1 'Hi iiiiii 


e 


0 R 


Suds O^ADey s musie bnd ehstt^^^ 
beat response from teen-aRc to 30 


Eujjoe. 


KUCN 


ALt AAnUc. n i WAa WUnIM 




N, A. 






$VjO per 15-inin 


Lfttest popular rclciiiws I locfti ssles 
Iea<ler8 featured Friday; chatter 


Qaii utKe 
City. Utah 


KSL 1 


ANOY MANIFIELO 




N. A 


GO-iiim 




$6 |icr 
spot 


Popular Duoilferst Kuesl stars 


Pasadena, 
Calif. 


KWKW 







S'. A. 


l2(Kmin 


Q 


0. R. 


£aeh 15'iiu n features one artist * com* 
ment3 of old-tinie fihowmen 











N. A. 


30-iiiin 


( 


0. R, 


■ aiicij HI UaJULX! Ill 11911. y 7 ,oU \rlU 


Z^Grande , 
Ore. 






W oiTicn 


N \. 


1 0 ^tni n 




$10 per 

spot 

• 


Tmo morninik sessions with tuneful popu* 
lar music; King-style cliat 


v/diuanu, 

Calif. 


KLX 


HOTCAKE CLUB 




X. A. 


min 


5 


tl6 por 

l.Vmin 


11 111 It around mai 1 and phone rCQUestfi^ 
Lloteakc Club but torts for younfcsters 


Santa .Ana, 
Culif. 




JACK CREGSON 





X. A. 


210-iitiik 


5 


0. R. 


Old and Qew releases no jazz 


San Fr c isco 
Calif. 




JIMMY Lyons oiscapaoE\ 




N. A. 


GO- 1 1] in 


fj 


per wk 


\f IIQIf^^ai i^l#>ct T Vftn*a '*rolnYo/l 

couunentary" 


San 0 1 ego, 
Calif. 




Love that housewife 


\\ omen 


X. A. 




5 


$9 75 p(.]- 
epoi 


Nlusie format varies day to day; homc- 
makmg chatter; guests 


Taeoma 
Wash! 


KTBI 


MAKE believe ballroom 




N. A. 


120-nkin 




$30 per 
15-min 


Also participations at $10 per spot> 
Records, jazz, guests 


Portland 
Ort. 


KWJJ 


MAX unpax the wax 


_ 


• 

X A 


.... 
30-miit 


3 


tOt J <iu-niin 
per wk 


Urisk patter and records- Few reQuest 
tunes 


Colorado Sp^>, 
Colo. 




morning recoro show 


V\ otncn 







30-min 


5 


570 


Rrst ful musie for the house wi veSi plus 
informal chatter 






MUSIC For the party 




X \ 


fil\ mm 




t'>KQ fin 

. dv, or 
15 pf'f spot 


Pulls ^ hi c auilienee from party-going 
eelebs and loeal folk. 


Palm Sprinps, 
Calif. 




KCMJ 


MUSIC HALL 


omen 




1 on *nl « 

J ju-min 


S 


zntff 

t££o fMUS -Aryh 
5 15-mjn per wk 


Household hints, music, and celeb 
interviews 


Los Anselt^ 
Calif. 


KMPC 


PLATTER PARTY LINE 


Family 


N. A. 


ISO-rnin 


c 


$2-1 per spot 
$5" per 15-min 


All types of records, by request only. 
Big response 


Indio, 
Calif. 


KREO 


RAFAEL MENOEZ PROGRAM 


Family 


N A 


Ij-min 


G 


$10 per 5pot 


Latin-Ameriean music by Spanish-6peak- 
ing disk jockey 


Pa.<tadena, 
Calif. 




KVTKVt 


SAM ROWLANO-S WAXWORKS 


Family 


N A. 


l.'>-min 


G 


$10 per spot 


Straight record show with \'isitine guest 
stars, requests, ete. 


Pasadena, 
Calif. 


KKKW 


SATUROAY SPECIAL 


F:imily 


X \ 


2)0-imn 


1 


$23 per 30-niiii 
$lrt.75 per 15-niin 


Two-jorkey show, sliehtly on the raoy 
side, with eacs, chatter 


Brawlev, 
Calif. 


KROP 


STOP THE PLATTER. OOC 


Kiiniily 


X A 


DO-niin 


1 


0. R. 


Identifying m>'Stery tune by phone for 
prizes, n)o\*ic pa.t?ef 


Salrm, 
Ore. 


KSLM 


TEA ANO TRUMPETS 


1' :i[iiil\ 


X. A. 


30-iniii 


S 


0. ]{. 


Ciac jockey show, done in phoney 
tiriti:<h aercnt by Keitli Enirar 




Salt Uke 
City, I tah 


KOTl 


This is your favorite 


F.'irnily 


X. A. 


tiO-niin 


« 


0 11 


Afternoon disk show, with mail requests 
and rhatter 


Lt Grande, 
Ore. 


KLSM 


TOU ROBISCHON SHOW 


I'unoly 


X A. 


l3-niin 


3-5 


1 

fi 


Hequest rerords and patter about 
records and artists 


Boieman, 
Utah 


KXLQ 



• Time and laleni unlen olherwijc indicated. N.A.-Nol Available, H-Hoopei, C-Conlan, P-Pulie, E-H-Elliott-Hayej, O.R.-On Requejt 
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This is the 
RALPH 0. WERBLO Family 
of Eosf Chicago 
Indiana 



0 Mr. and Mrs. Ralph O. VC'crblo met the housing shortage in Metropolitan Chicago 
with true American ingenuity. 'I'hcy located a tiny, unused cottage at 4209 \^'egg Avenue, 
in Kast Chicago, Indiana — bought it — and went to work. Paint flowed generously — Ralph's 
car]ienter tools turned out built-in cabinets, hunk-heds for the youngsters. Mrs. W'erblo's 
needle responded to the need for cheery draperies and curtains. Now, the unused cottage 
is a very comfortable home for the four Werhlos. 

Dennis is 7, Doris 12. They are radio fans like their parents — the W'l.S National Barn 
Dance, with favorite "Little Genevieve"— Aunt Rita's Children's Hour on Sunday morn- 
ing—the Breakfast Club, Dr. Holland's Morning Devotions, News, Happy Hank, Weather 
. . . all the family radio fare on 890 kilocycles. 

Mrs. Werhlo has been a W'LS listener since her parents bought their first radio 
in 1926. "VC'e have always had confidence in the ideals of W'LS," she says. Both 
Werblos were reared on farms, grew up reading Prairie Farmer and hearing 
WLS — and every now and then, they consider buying a farm, so their young- 
sters can have the fresh air and outdoor fun they had when growing up. The 
family makes frequent visits to the grandparents' farms in Indiana. 
It is on this home and this family . . . and the homes and families like them 
throughout Midwest America — that the WLS microphones have been focused 
for 23 years. It is our intimate interest in their problems, the service and enter- 
tainment we give them, that have made them such loyal listeners to WLS . . . 
and upon loyal listeners depend advertising results. 



Lunch IS a quick but cheery meal on school days. On 
the table in front ot Mrs. Werblo is a geranium, 
Mother's Day gift from Dons and Dennis, 




890 kilocycles, 50,000 wolls, Americon ofTiliole Represented by John Bloir ond Com 
pony. Affllioled in monogemeni with KOY, Phoenix, ond the ARIZONA NETWORK 
KOY, Phoenix . . . KTUC, Tucson . . K5UN, Bisbee-Lowell-Douglos, 
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IIIIE 


«Pf£Al 


RtlING 


lENGIH 


HUES 
PER WEEK 


COIT* 


DESCRIPTION 


ClIY 


SIAIION 


UNCLr MOOOY'X RECORD SHOF 




3 




25-luin 


J 


tir,u 325-iniD 
per wk 


Penonality jfx'kcy tihow with a iu>thical 
rrcord bhop foriii:it 


Sail Ukf 
City. I'tah 


KUTA 

I- 


YOUR IINCINC lltlll 


W uini'ii 


X 


A. 


t.S-liilu 


5 


J 13 pt r 

NpUt 


Aimed at the local colleen crowd with 
recorded tVitn 


L'lah 


KVNU 


Aiivi'liy 


BRIOE'I IHOWER 


W'oNion 


X 


A. 


."JO-min 


1 


SIOO 


Frien'ls surprise bride with showi-r in 
studio; fun und prim 


Ki^Tnfide, 
Calif. 


KPRO 


liro ClUB 


W'qn It'll 


N 


A 


30-uiiD 


5 


J23U 515 


Li5(f*iior miii studio audieace jiarlicipa- 
tioa; etuiilti, coiitmtA, prizes 


San DiPKo. 
Calif. 


KSOJ 


COOO MORNING LtOIEJ 


Woiili*li 


N 


A. 


15-mm 


5 


m 


Huu^hold lips, Dcwa of wonifu's world, 
tjeauty hiiiU. ruuaic 


Indio, 
Cahf. 


KREO 


IF you >SK HE 


W'oiiifli 


.N 


A. 


l.^-iiiin 


3 


1119 5U 


H'ire-rteorded iiitervien's with house- 
wives at hoiiit; humorous 


VakiBU, 
Wash. 


KlUt 


OF WOROS «N0 VERSE 


Faiiiil) 


N 


A. 


15-inin 


2 


13s per 
lo-min 


Montage of dramatic interpn-tatioos 
and tnuaie by Hene Uozarth 


Portland. 
Ore. 


KWJJ 


PtLHS TO PINES 


Family 


N 


A. 


15-min 


2 




Travel. de:K-rt-tore coiiiinenlary; lutcr- 
viewfi with d*-scrt rats 


Palm Springs. 
Calif. 


KCMJ 


SIRICILY FOR HOUSEWIVES 




N 


A. 


3U-niiu 


5 




Belly Scott nharrs experienees in house- 
hold tasks, reciejiioii, etc. 


Port t-rvi lie, 
Calif. 


KIIP 



Oanada 



Families: 2,823,930 Radio Families: 2,214,290 



IIIIE 


»PPE»l 


RitTINC 


LENGTH 


TIMES 
PER WEEK 


COST* 


DESCRIPTION 


CITY 


STitTION 


•NYTHINC GOES 


Juvenile 


X A. 


90-miD 


1 


ISO 


\'ery informal tecn-aRe disk-5piniiing 
session. Telequiz 


Moose Jaw, 
Sask. 


CHUB 


CLUB 1260 


\Voiiion 


3 i- ' 
7 .6 E. H 


15-inin 


1-0 


120 to 
{00 


Like .Make Btlitvr Ballroom. R^.eords 
and ad-Ub ehatter 


Edmonton. 
Alberta 


CFRN 


EVERYBOOT't HIT PtRitOE 


\\ omen 


6.i 
E. H. 


oj-niin 


s 


S139.20 


Old and new song favorites request 
numbers, hit tunes 


Winnipeg, 
.Man. 


CKRC 




HONEYMOON IN NIlGtRt 


Women 


12.9 
E. II. 


30-min 


6 


stso 


lIone>inooninK coupler are given gifls, 
souvenir.', tour of Falls 


Xiagara Foils. 

.s. y. 


CHVC 


HOUSEWIVES HOUOAV 


Women 


N'. A. 


GO-min 




0. R. 


Comedy prirticipation show with live 
houfpwife audience 


\'eriiun. 
Quebec 


CKUL 


MtlLBtG 


Family 


S. A. 


90-min 


6 


12$ SO 
talent 


\'ery inroimal, anything gees. Mail, 
requests. On ten years 


Mooee Jaw, 
Sask. 


CHiB 


NOONTIME NOVELTIES 


Women 


S. A. 


30-min 


6 


116.20 for 
6 bpot? 


\ ariety .ind novelty music. PreciHles 
newscast 


Port Albemi. 
B.C. 


CJAV 


Folk 


COWBOY S HIT PtRtOE 


Women 


Ill 0 
K II. 


15'min 


6 


Jl.SO per 

!>P01 


WMtern records and spots. Morning 
show for housewives 


Port .VUierni, 
B.C. 


CJikV 


RtNCE ROUNDUP 


Juvenile 


7.0 
K. 11. 


S5-Dun 


5 


1139.20 


Not a hillbilly show, but familiar West- 
ern tunes, sonira 


Winnipeg, 
-Man. 


CKRC 


SEVEN. THIRTY PROGRtM 


h :tlllll>' 


N, A 


1 

30-mrn 


6 0. R. 


Hymns. Western muiic, jol^s. requests | 


Cbvlottctown. 
P. E. I. 


CFCY 



Time and talent unless otherwise indicated. N.A.-Nol Available, H-Hooper, C-Conlan, P-Pulse, E-H-Elliott-Hayes, O.R.-On Request 
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NO MORE TORNADOS For ages, mankind has dreamed 

of controlling the weather. And surprisingly enough, contrary to Mark Twain's Famous 
statement, we always have been able to do something about it, at least on a small scale. 
And now one of the most eminent of scientists, Dr. Vladimir Zworykin of the Radio 
Corporation of America, believes the day when we will be able to stamp out Tornados 
right at their birth perhaps is close at hand. One method is to spray artificial fog over 
the area. The sun's rays, reflected back from the fog, generates enough heat to create 
the desired updraft. 

And just as scientists are making America a safer and better land in which to live, so we 
here at WSPD are looking ahead and seeking additional ways of serving our listeners even 
more effectively so that we continue to be the most desirable medium of advertising in 
N. W. Ohio. 



Just ask Katz 



A OUARTEI! CENTURY • THE VOICE OF TOLEDO 



WSPD roif DO, OHfO 



SOOO WATTS 
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Mr. Sponsor isks..l 




"W'ilhoiM farililics (iichvork or slalioii) |>i-o<rraiii.s 
lark ainliriMM.'s. 'riiercrort'. i^lioiildiri lime a> well 
as lalnil rosis he figured when aseiTlainiiij: llie 
iM'lali^ e M-osl-in'r-lislein'r" of coiiiiiiei-cial veliieles?" 

Director of Advertiiing and Seles Promotion 



C, I CI L •_ Uirector or /\c7vert/sinc 

Stanley Florshe.m | aj.^ Hats, New York 




Tlio 

:iiis\V4^rs 

I''l4»rsli4^iiii 



It is my opinion 
that the combina- 
tion of time and 
talent costs in ar- 
riving at a cost' 
per-listcner esti- 
mate is preferable 
to the use of talent 
costs only when 
comparing com- 
mercial programs. 
Talent is not the only factor which deter- 
mines the extent of listening to a radio 
progr.nm. There are, in addition, other 
\'arying factors such as network, cover- 
age, time of day, etc. Time costs, to a 
large extent, arc based upon these other 
factors and should therefore be included 
in any such measurement of a program's 
elTicienc>'. 

It must be recognized that using either 
of these methods is subject to a great deal 
of reservation since, from the standpoint 
of pure research, we have no reliable 
basis upon which to estimate cost-per- 
listener. The tools we have are not yet 
complete or accurate enough to warrant 
the rating projections necessary for a 
measurement of this type. 

In conclusion, it is also my opinion 
that cost-per-listcner comparisons on any 
present basis are dangerous, and should 
be used only when all the limitations and 
reservations are known. 

C. A. Pooler 

Vfi line/ Dirccfor of Research 

/Ji'iifoii & lioicles 

iWif York 




A great deal of 
space is devoted 
by trade publica- 
tions to articles 
which try to assay 
the advertising 
value of specific 
radio programs as 
well as of broad- 
casting generally. 
These values, at 
best, are difficult to define. When some 
of the cost elements are overlooked, 
moreover, the effort to evaluate not only 
becomes lost motion but the results tend 
to mislead. 

A talent agent and his clients can be 
forgiven for calculating program<ost-per- 
Hooper-point. And station or network 
managements quite naturally work out 
cost-per-thousand-radio-homes based on 
fcicilities prices and coverage data. But 
programs of dilferent popularity change 
the coverage of identical facilities just as 
different facilities change the program- 
cost-per-Hooper-point figures. 

Such partial answers to questions asked 
by merchandisers \\ho buy radio, among 
other advertising media, necessarily are 
not of much help to agency personnel. 
Unfortunately, a lot of time is lost in dis- 
cussing published matter of this sort with 
time and talent representatives. 

No sponsor buys time without expect- 
ing also to purchase a program and to pa\' 
a commission for agency service. No 
sponsor buys talent, or a program pack- 
age, without expecting also to have to 
purchase facilities to disseminate it. 
Advertisers have to consider radio values 
from a base of cost to them. 

It should be apparent to network time 
salesmen that the biggest item of the 
client's broadcasting bill is not the price 
of the 50,000-watt key stations, but 
rather the progr.im cost. And talent 
agents and packagers are niistaken if they 
think the biggest item of "program costs" 
to the sponsor is not the facilities charge. 



It would be fine to have disinterested 
data showing the average rating earned 
by programs heard at various times of 
day on competing stations and networks, 
separated into facility price categories, so 
that day- and night-coverage data, sets- 
in-use histories, varying program costs, as 
well as varying time costs, could be re- 
lated to estimates of program acceptance 
in order to calculate the probable value of 
a proposed radio advertising venture. 
All right, that's visionary. 
Could we settle for less vehement, time- 
consuming selling of incomplete data? 
You can see how much work there is to do. 
Hal Rorke 
Radio Manager 
J. VVa//er Thom[)so>t Co. 
Chicago 

Hooperatings 
are based on inter- 
views made in 36 
cities where all 
four networks 
have local outlets 
and presumably 
^ equal opportunity 

^^^^H^^^^ of attracting an 
^^^^^H| audience. In de- 
fining his ratings 
Hooper has quite accurately termed them 
"talent popularity indices." Therefore, it 
seems reasonable to use only talent costs 
if a cost per point of rating is desired. 

The difference in facilities costs be- 
tween one network of stations «ind 
another primarily involves differences in 
the relative ability of the networks used 
to deliver an audience in the 3.020 
counties of the U. S. nof co\ered by 
Hooperatings. A clear example of this is 
the advertiser who doubles his line-up of 
stations and his facilities costs without in 
any way affecting his talent costs or 
rating. 

The great difficulty in obtaining "cost- 
per-listener ' figures is in arriving at a 
reasonably accurate audience figure. No 
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ra!iii(Si in use today are strictly project- 
able to all U. S. radio families. The only 
projHLTtion system with which I am 
rEiiiiiliar is one we have developed at NBC 
~ ii system which enables us to approxi- 
ni;ite a true national rating. This national 
r:niii<ican then be used to estimate actual 
i^ud9ClKe which in turn can be converted 
to (.Tost-per-listening-faniily using talent 
and facilities costs. However, ratings 
;ilonc or ratings plus BMB cannot be used 
to determine accurately size of audience, 
Hivi therefore cost-pcr-listencr figures 
ha'icd on projections of this type arc im- 
rtfii<iblc and misleading. 

H. M. Seville, Jr. 

Director of Research 

Natioml Broakastitig Company 

New York 



|| ^^^^^^H The ideal 

per'listener" index 
should be based 
upon the total cost 
of a particular 
broadcast as com- 
pared to the total 
number of people 
who heard that 
broadcast. This 
would include not 
tinly talent and time costs, but many 
yther*. Certainly large promotional bud- 
gets are often created solely to increase 
the number of listeners to a program. 
From the standpoint of a sponsor, a radio 
pmgrajii is a vehicle to secure an audience 
to which a sales message may be ad- 
druised, Any expenditure required to 
secure those listeners should be considered 
when counting the listeners. 

SiiK-c correct talent costs on all pro- 
SJrams are not readily available, "cost -per- 
iistener" indexes have been compiled from 
Vnriou.^ estimates of talent cost. 

Inasmuch as the cost of a half-hour of 
network time does not vary percentage- 
wise as much as the talent cost of various 
network programs, a "cost-per-listener" 
index based on tinie-and-talent costs pro- 
vides a better relative comparison of pro- 
grajii performances than time cost alone, 
even though the estimated talent cost is 
not absolutely correct. 

Personally I have no desire to compare 
«ist-per-listening of specific programs 
based on present available data which 
iiidude ratings that are not completely 
pnojectable and talent costs which are 
not accurate. 

Jim Cor.vell 

Radio Research Supervisor 

Foote, Cone & Belding 

Chicago 



!MRS. ROSE LEE FARRELL 





SHE SELLS . 
GROCER I E'S 




Since 1934 when she nia<l<' her 
ra(Hu (leluit, Mrs. Farrell lia.s heeoine the radio 
mentor of lloosier hoinciiiak<'rs naive ami 
>>o]>hi.stieate(l alike. 

Mrs. Farrell does not hide her lifilil under 
the well-kno>vn hushei. She sells Kr<«'<'ries l»j- 
tlie earload. I ler enthusiasm for her sponsors' 
]>ro<hiets is so eonta^iotis that food inaiiiifae- 
tnrers and their ageneies (with an ear to the 
air) have kept her phi^^ing for them for 
tuelv<; long years. Xot heeaiise they like lier, 
and tliey certainly <lo: hut heeaiise she sells 
groceries in <piantitics that make iiuiiiisitive 
meinhers of the Hoard grin from ear to ear. 

llav*' y<Mi a food aeeotint that needs Mrs. 
I'arrell? She has tlie «-aine s|>arkliiig, irre- 
sistible way witli keteliiip, lard, ehoo<dates or 
soii|> — or what have you? In these parts she's 
known as the ehaiii anil independent grocery 
hiivers* grciitest friend. 



WFBM 



BASIC AFFILIATE: Columbia Broadcasting System 
Represented Nationally by The Katz Agency 
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INSURANCE 

Contimied from [lage 41) 

hcaJs III ihc aj^cnis lor wlioni all insurance 
advertising must be a tool. If they don't 
listen, thiy won't use air advertising to 
help them sell. 

I^quitable discovered this fundamental 
belore they bought the program This Is 
Your FBI in April 194^. They're spend- 
ing all their advertising budget, $9(X),()00, 
in radio and direcil> traced 10 per cent of 
their sales to their broadcasting in the 
first hall of 1947. This means that radio 
assisted Equitable agents in closing 



553,429,800 worth of policies. Total new 
business for this period was $534,298,000. 
This was an increase of 1 3.8 over the first 
half of 1946. 

Equitable uses the program as an agent 
selling-tool. Instead of expecting the pro- 
gram to promote inquiries, ILquitable uses 
it to promote seven- week campaigns dur- 
ing which agents send cards to prospiects 
inviting them to listen to the program. A 
typical agent, Mrs. Verda Clay of Peoria, 
111., reporting her results in the July 28, 
1947, issue of Equitable ltev\s, explained 
how she sent out "radio cards" to 24 
leads. At the same time she sent out 10 




other cards to prospects. From the 34 
leads she produced 26 sales for a total of 
$40,500. At the time of her report she 
stated that she had another $25,000 in 
policies pending which she felt sure would 
turn into contracts. 

Said Mrs. Clay, "I use the radio pro- 
gram for most of my approaches in homes 
where I am not well known. I have found 
it to be a sure door-opener, for the pro- 
gram has a fine following in my com- 
munity. I ask the prospects if they listen 
to the program and then if they have any 
questions. In this manner I break down 
their reserve by getting them to talk." 

Since Mrs. Clay sold over 60 per cent of 
her insu.ance policies w'ith the help of 
Equitable's This Is Your FBI, as against 
the national average of 10 per cent, she's 
naturally the exception rather than the 
rule. But Equitable's vp in charge of 
agents states that Mrs. Clay's approach is 
typical of the agents who use the program 
as a door opener. 

Equitable's air copy makes no attempt 
to sell actual policies. Instead it explains 
Equitable and the varied insurance plans 
it has to offer. Actual selling is left to the 
agent. 

The most recent failure in national air 
insurance selling is John Hancock's spon- 
sorship of the Boston Symphony. It's 
understood that this sponsorship was 
without the blessing of the regular agency 
handling the advertising for Hancock, 
McCann-Erickson. This organization 
had made surveys which indicated that 
insurance must be sold with a mass- 
appeal program. McC-E did not, how- 
ever, actively oppose the client's final 
choice of the Boston Symphony, which 
was negotiated through BBD&O. It con- 
tinued to handle all the other advertising 
of the company. 

The problem in the case of Hancock 
was identical with most insurance failures 

a program choice that was based upon 
executive preferences rather than those of 
the prospective buyer of insurance. More- 
over, Bostonians just can t understand 
why everybody doesn't think the Boston 
Symphony isn't the greatest thing on 
earth. They can't understand how so 
many people listen to other programs 
when "their" symphony is on the radio. 
After one season, during which Hancock 
insurance agents didn't listen, the board 
of directors decided that the program 
"cost too much money." The account is 
back 100 per cent in the McCann- 
Erickson fold and is set to tr>' the 
appeal program Point Sublime cn IS CBS 
stations in Qilifomia, Texas, and Louisi- 
ana. How far removed this program is 
from ssniphony can be seen in the fact 
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tbiH its two stars iire the low comedians 
Mcl I3l:iiit? and ClifT Arquette. However, 
tlif fiict thai they'Tv testing it far from 
Boston 3 B;ick Rny is some indication of 
thf ft'.ir ajid trcpiJation with which ad' 
vtrrtisiTli! men view Point Sublime as a 
siuxessor m tht l^iiston Symphony in 
John \ Eiuicock's limiK' town. 

IraiirciiKx- conipiuiies, liice department 
stores, were t-arly owners of radio sta- 
ticms. And like mvat of the stores they 
huvt little rt-sptxl for the medium they 
nvmcd. WTIC, in Hartford, Conn., is 
one (.(f the most listened-to stations in 
New Engliiivd, yet until it was established 
as a separate citrjmrate entity and 
divorced fmit! insumnce-committee type 
of tiperaiitpji the siation lost money. 
Today it's a bi^; nio4iey maker for the 
Travelers InsuranoE Company. But TIC 
can' I foi^ict the early radio days when 
WTIC test mono' '^o"' 
viiicftJ that they sliould do a national 
spot or networit adwrtising job. Their 
cUTTt'iit annual butlget covers $300,000 
In magEiiincs, 5Z5,0OQ in newspapers, and 
0 in radio, 

WOW in Oinaba, Nebraska, was for- 
merly ownctl by the Woodmen of the 
WorlJ, a fraternal order which, like many 
otheis, has an iiiiurance tie-up. It was a 
rsitlio pionttT but never impressed the 
Woodmen with its insurance-selling 
potential. There are a number of other 
caseii like these. Of late, however, insur- 
ance ovt ners i.tf some outlets are becoming 
conscious of the value of the stations they 
own - as profit pnxtucers and as adver- 
tisinfS mediums. The National Life and 
Accident Insurafice Company, owner of 
WSM, not only airs a program regularly 
but makes certain that most station 
breaks are announced as "This is WSM, 
the broadcast service of the National Life 
and Accident Insurance Company, Nash- 
ville." National Life's own program is a 
low-pressure vehicle designed merely to 
keep the name of the company before the 
area the station covers. Their advertis- 
ing budget is only $100,000 yet they spend 
30 per cent of it for radio despite the free 
station breaks they receive on WSM. 

The Farmers and Bankers Insurance 
Company of Wichita, Kansas, owns and 
operates KFBI in their home town. They 
use as many "courtesy announcements" 
as they can respectably schedule on the 
station. They even have insurance com- 
mercials in the middle of baseball games — 
doing, it's said, a top notch integrating 
job. They promote their radio advertising 
for everything that it's worth to their 
agents and the local public. 

One of the insurance companies which 
entered the station ownership field re- 
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We are part of a great New 
Jersey institution, the Newark 
News. As such we offer you 
a progrdm station of high cal- 
ibre designed to serve the three 
and a half million persons of 
northern New Jersey. 



WNJR 

THE RADIO STATION OF THE NEWARK NEWS 

5000 WATTS FULL TIME 
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EASTERN IOWA 



ALCOA buildings are going up at Ikt- 
tendorf. Swift & Company is investing 
in new plants at Clinton. Over 75 new 
manufacturing plants have gone up in 
Iowa since VJ-Day. 

And Iowa farm crops are at all time 
highs. Iowa still leads in L. S. per 
capita income with ihe greatest farming 
country on earth. 

WMT — only CBS outlet in Eastern 
Iowa — covers hoth these rich markets 
for you. 

Well, what are you waiting for? 
See your Kalz represeutalive. 



WMT 
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cciitly was tlii' jclli'rson Stnndard Life In- 
surance Coiiip.'iny ol Grt'i'iisboro, N. C. 
Jctrcrson Standard Ixmght W BT from 
Columbia Broadcasting System when that 
network was forced by FCC regulation to 
sell the station. At the time of purchase 
they were using WliT for local 45'Second 
spot announeenientsbut they now restrict 
sponstjrship to the highly regarded 
Southern I lour (Sunday, 10 10:30 a.m.) 
and station breaks which announce "This 
is the Jflferson Standard Broadcasting 
Q)mpany, W'BT . . . Charlotte." 

Jefferson Standard has been supplying 
its agents with 45'second transcriptions 
which it was using on W'BT prior to buy- 



ing the station. These are planned so that 
the local agent gets his l5-second plug, 
making them ideal for one-minute spot 
announcements. Costs are shared 50-50 
by the company and the agent. The idea, 
suggested by Hal Marsh, .advertising 
manager, was worked out in detail with 
the A. A. Freitag agency of Atlanta and 
is doing a job for Jefferson Standard. 

Jefferson Standard is really pioneering 
in agent use of radio since at present less 
than 1 per cent of the nation's insurance 
agents use the medium. One thing that's 
holding back a faster growth in this field 
is the fact that most agents don't stay 
with the medium long enough lo create a 
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listening habit and thus feel they're not 
getting the results that they should. 
Broadcasting has never stressed itself as a 
one-time advertising medium. Generally 
it isn't. 

Another southern insurance company, 
albeit a small one in the insurance world, 
that is finding that broadcasting pays is 
the Shenandoah Life of Roanoke, Vir- 
ginia. Its operations are restricted for the 
most part to Virginia. The firm is rated 
$20,000,000 in assets. Shenandoah has a 
musical transcribed program on a Roanoke 
station as well as a daily newscast. They 
use the musical program for prestige and 
the newscast as the selling vehicle. 

The Mutual Benefit Health & Accident 
Association has been successfully selling 
accident and health policies on spot radio. 
They also have Gabriel Heatter on the 
Mutual Broadcasting System, although 
the continuance of this program is in 
doubt as this issue of sponsor goes to 
press. 

In California, Occidental Life has been 
an on-and-off user of radio. Advertising 
manager H. Dixon Trueblood, while not 
using broadcasting at present — or any 
other medium — is pro-radio. He states 
that radio's failure generally to do the job 
for insurance that it has for other com- 
modities iray be traced to the fact that it 
never should be given a selling assignment 
but should instead be used as a door- 
opener. Says Trueblood, "As long as 
radio is expected to sell life insurance, or 
any other kind of insurance, over the 
counter it will be classed by insurance ex- 
ecutives as a failure." He points to Occi- 
dental's sponsorship of Winning the West 
from 1933 to 1936 over the Pacific Coast 
Network of N'BC as a case in point. If, he 
says, the company had judged this effort 
on the basis of direct sales it would have 
been a disappointment, as was a one- 
station effort of Occidental. This, how- 
ever, was not the job assigned to it. The 
program was created to acquaint Cali- 
fornia and the are.Ts covered by the NBC 
Pacific Coast network with the Occidental 
name. The executive thinking behind the 
campaign was to enable llie agent to sell 
the policies of Occidental without having 
to sell the company itself. The program 
did just that. 

In this they differed from the fourth 
largest life insurance compan.v in America. 
New York Life, which is rated $4,000,- 
000,000 in assets. They sponsored 
Frazier Hunt in Great Persomlities (NBC, 
1931), received inquiries from what they 
characterized as "too low a grade of pros- 
pect" for their t>pc of policies, and so 
have never come back to broadcasting. 
(Please turn to page 73) 
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signed and unsigned 



NAME 



FORMER AFFILIATION 



NEW AFFILIATION 



Edward Aleshire 
Louis J. Battlstone 

Ann Belsay 
M>Ton J. Bennett 

Paul Betz 
Iten Bezoff 
Arthur Booth 
M. C. Borland 
Stanley (I. Bowdler 
Richard C. Bradley 
Bernice Brlimayer 
(leraid 11. Bruce 

Gene Buck 
Fdward J. Burns 
Robert Campbell 
Milton Carlson 
rninton D. Carr 

Ted Cate 

t. II. Collins 

James G. Cj^nilnos 
E. J. <:onlon 
Fred Crawshaw 

E- K. Crosson 

Florence Cruzen 
C, R. Cusick 

Draper Daniels 
James V. Derum 
Funlce Dickson 
Boh Dobbin 
Perry Drlf^as 

Joseph C. Eanes 
(Charles J. Eastman Jr. 
Charles Easton 
Horace J. Elias 

Neil iVI. Elliott 
Lois Enfialls 

Herman N. Farrand 
Frank E. Fehlman 
Georfte M. Finley 
Theodore Fischer 
Floyd Flint 
Harold Flint 
James Fonda 

John J. Foy 
Russell Fradkin 
Gene Franke 

Robert L. Frederick 
Vinton Freedly Jr. 
Sam Fuller 
James T. Gallagher 
Martin L. Garvey 

Robert T. Gidley 
Harold Gingrich 

Allen C. Gottschaldt 

Elwood K. Grady 

Harold (^rainger 

1 larvey (»ross 
James Ilausman 
Adrian Head 

Henry M. Hempstead 

L. P. Hicks 

Hal Hodge 
Tom Holbrook 



Geyer, Cornell & Newell, Hollywood, manager 
Madison, New Vork, art director 

CBS, New York, executive secretary to president 
Radio Station Des Moines Inc.. Des Moines, presi- 
dent 

KMVR. Denver, assistant manager 

Booth. Vickery & Schwinn. Baltimore, vp 

Hannah. San Francisco, vp 

J. J. Gibbons. Vancouver. B. C. 

Foote, Cone & Belding. Chicago 

Kenyon & Eckhardt, New York 

Madison. New York, copy director 

Saul Krieg. New York, account executive 
University of San Francisco, publicity director 
J. Walter Thompson. Toronto, vp 
Western. Los Angeles, vp 

Van Sant, Dugdale. Baltimore, vp. general man- 
ager , , 
Western Air Lines, advertisnig manager 



BBI>&0. New York 

Burton Browne. Chicago, account executive 
Owl Drug Co.. San Francisco, advertising man- 
ager 

II. M. Gross, Chicago, media director 



Young & Rubicani, New York 

Brisacher. Van Norden, New York, manager 

IIBD&O. New York, timebuyer 

J. Walter Thompson. New York. Ford Motor Co. 
account field operations 

Buchen Co.. Chicago 

S. C. Baer. Cincinnati, vp, account executive 
Booth. Vickery & Schwinn. Baltimore, radio 
director 

McCarty. Los Angeles, copy writer 

White House. San Francisco, advertising manager 



Young & Rublcam, New York 
Wade. Chicago, account executive 
J. Walter Thompson. Seattle 

Fooie. Cone & Belding. Hollywood, associate 
talent buyer 

Craig E. Dennlson. Chicago 

Seldel. New York, account executive 

Fuller & Smith & Ross. New York, account 
executive 

Romer, Washington, I). C. vp 

American Tobacco Co.. New Vork. sales dept. 

Sherman & Marquette. Hollywood, radio head 

Benjamin Eshleman. Philadelphia, copy chief 

Advertising. Washington. D. C.. account execu- 
tive 

Southern Flight. Dallas, business manager 
W. E. Long. Chicago, assistant manager radio 
dept. 

Chailes W. Iloyt, New York 

J. Walter Thompson. Los Angeles, account 

executive 
California Wine Advisory Board 

Navy 

Morse International. New York, copy chief 
J. Walter Thompson. Toronto, vp, general man- 
ager 

Geyer, Newell & Ganger. New Vork. vp 

Koppitz Brewery. Detroit, president, general 

manager 
Radio producer, llollj-wood 
WWL, New Orleans 



Harry B. Cohen. New- ^*ork. radio, copy director 
Battlstone & Bruce Advertising Agency (new). New Vork, 
partner 

Associated. Los Angeles, account executive 

Bennett Advertising .Agency (new), Des Moines, head 

(addition to other duties) 
Fuller & Smlili & Ross. Cleveland, account executive 
Ben Bez«ff and (iomp-.iny (new). Denver, head 
St- Georges & Keyes. Baltimore (re-opened bnincli). head 
J. Waller Thompson. Los Angeles, service representative 
Canadian .Advertising. Vancouver, account executive 
William Kester. Hollywood, account executive 
Franklin Bruck, New Vork. copy staff 

Battistone & Bruce .Vdvertishig Agency (new). NewjVork, 

partner 
Same, radio director 

John 0*Rourke. San Francisco, account executive 
Same, vp, assistant general minager 
Same, vp, radio director 

Justin Funkhouser, Bultiniore, account executive, member 

plans board 
Own agency, Los Angeles 

Collina-Cuslck-Schwerke & Wild Advertising (new). San 
Antonio, partner 

LeVally, Chicago, vp, radio director 

John W. Shaw, Chicago, account executive 

Garfield & Guild, San Francisco, vp, senior account execu- 
tive 

Charles Crosson i^: Co., Houston, account executive, re- 
search, survey director 
John W. Shaw. Chicago, media director 

Collins-Cuslck-Schwerke & Wild Advertising (new). San 

Antonio, partner 
Same. Chicago, copy director 
Ilixson-O'Donnell. New York, vp 
Ruthrauff & Ryan. New York, timebuyer 
Barney Lavin. Fargo. N. I)., vp 
Same. Chicago. Ford regional advertising 

Cabell-Eanes (new). Richmond. Va.. head 

Ralph Vanibert Organization (new). Hollywood, partner 

Ruthrauff & Ryan. Cincinnati, account executive 

Frank L. Bluniberg. Baltimore, associate, account executive 

Barton A. Stebhins. Los Angeles, copy writer 
Thalhinier's Department Store. Richmond. Va-.'^sales 
manager 

Fred M. Randall. Detroit, account executive 

Street Flnne>^. New York, research director 

William Esty. New Vork. media planning coordinator 

Christiansen. Chicago, account executive 

Same, manager 

Barney Lavin. Fargo. N. 1).. vp 

Same. Chicago, radio director 

Landsheft. Buffalo, account executive 
Posner-Zahil. New Vork. account executive 
McCarty. Los .\ngeles. account executive 

.Same, head 

Foote. Cone & Belding. New York, radio dept. 
Young i^c Rubicani. New Vork. production staff 
Dee. Philadelphia, vp 
Same, radio production head 

Marvin Winsett. Dallas, account executive 
Same, manager radio dept. 

Badger & Browning. Boston; Badger & Browningl&|llersey, 

New York, merchandising director 
Same, Seattle, account executive 

Brisacher. Van Norden. San Francisco, merciiandislng 

counselor, field representative 
Greenfield-Lippman, Buffalo, account executive 
Badger and Browning & llersey. .New ^*ork. copj- staff 
Same. New Vork. creative duties 

Casler, Hempstead & I lanford Inc. (formerly Stewart, 

llanford & Casler Inc.). .New Vork. partner 
Livingstone Porter lUcks (new). Detroit 

Ralph Vambert Organization (new). Hollywood, partner 
Pitluk. San Antonio, clients* planning, public relations 
direc tor 
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NAME 



FORMER AFFILIATION 



NEW AFFILIATION 



KolHTt I*, llolnuiii 

Kav M. Iluiitu 
Miiurlif II. llydo 
K Il>ni:iii 

Kiitii Jiinih 
Stcplifii II. JtHtfphn 
ki'iiiu'tii II. Joy 

/I'llII KilllfllKIII 

tliirolil Ka>f 
(•I'cirfit* A. knupp Jr. 
(rforAf K K<it*ht>l 
^ . A. KtLsklni if 
Kiith LellrtMi 

Alnut l.lniut'iliT 
Juhii l.iicaH 
David (i. I.ynii 
Jtiliii S, Maniifl 
II. Ihinild Miller 

Ihil MiHiri- 

I. iiii.slitfi Mooro 

M:irk Naplt-r 
Frank M. N\'>\ ton 
Jac<|Ui-tiiii* Ouiinoc 
J. IV trik 

II. Rnss INittcr 
lU iirl K. INiuliii 

Kiiodu II. Kaldi-r 

Al Kil>%ltcli 
M>rlk* A. Kddf^or 
(Iforftt* Ku<'.slfr 

M:ir>'in Ira Kudulch 
Fills Sard 
Alvlrx Surra 

Muriel E. Saul 

Stan Scliloeder 
kfiiiiot h Schuster 

N. l>. Schuerke 

Miriam M. Senions 

Jack Sharp J r. 
Harold W. Shepard 
l>avjd K. Showalttr 
.Ntirniaii Sk'kel 
<:harles F. Skinner 
Ilanscll W. Smith 
Mary Spauldiiit^ 
l-ewis J. C. Spruance 
|)a%id \\. Stallard 

(*i'or(ie W'elssman 
C J. Wild 

Harold II. Wriftlit 
Ralph \>mbert 
John VearA.aln 



tl. \V, Kiifttor. CliIi-aA.o, research dlrecti»r 

Keiiyon ^ Kckliardl. New \'ork 

L. I Ian ^ Sons. San Joso. <hillf. . ad. iiifir. 

FUtaiii'Lal advisor, tax t'oiiNul lani , iiay area 

aiifni'U'M, Calittirnla 
Joseph Kai7, ilentofi & Howies. New ^'ork 
J. Walter *rii<Mii|>Hon. New ^ <irk 
IlrlHaeher, \'aii \urden, N. ^'.. account executive 
(^itveri DiHiilierH (^irp.. New ^'<irk, niercliandN- 

inA MKinaAer 
Cllan. Nev\ ^ ork. radio director 
Advi>rt litinA Kesearch Fouiid:i tlon, Ne\^' ^'ork. 
Klaii-Van Pieter.Honi-Uunlap. Milwaukee* 
National Petnilt'um Newn. Petroleum TrocehslnA. 
< A'dl ik. Preshrey* New ^'<irk, publlcl ty director 
Al l*aul I.efton, New ^ <irk 
I'lial'M. I>ayt<iii, (>., advertising manager 
AIIC. Hollywood, prunioifon tiept. 
(:e<*il I*resl>rey. New ^'<irk, account eiecutivc 
Nathinal City Hank. Cleveland 

American Cyananiid Co., Lederie I^tboratork'H 

l>iv. . Hales promotion nianaf^er 
Orei^onlan. i'orlland 



J. Walter Thompson, Toronto, vp 

Vounf) N Kuliicam, (Jliicat^o, assistant ropy chief 

llanty, lUcks & .Montgomery, New York, account 
executive 

LnKoi'lie ^ Ellis, vp. director, account .supervisor 
Time Nlaftazine. Montreal. In ciiarfte 

kill. Fhrllch & Merrick, W'ashinfiton. I>. C. radio 
ropy chief 

llozeli & Jacohfi, Chlcat^o. account executiw 
W'm. II. Rankin (discontinued). ^Sew ^'ork. 
Taylor-I lowe-Snowden Radio .Sales. Chlcat^o 

K<lcliirew llrewery. New ^ ork 
La Roche A Eliis. New ^'ork 

Kemper-Thomas Co.. Ilaitlmore-W'asiiinfteon. 
nuinafter 

Wni. II. Rankin (discontinued). .New ^'ork* 
partner 

HUD^iiO. New York, assistant ilniehuyer 
Schoil MfA. Co. Inc.. Chicago, advertising, sales 
promotion manager 



.Moselle ik CIsen. New York, account executive 

Leonard M. Sive. Cincinnati, radio continuity 
Blow. New York, assistant account executive 
Silo waiter & Singer (discontinued). Hollywood, vp 
W'NEW, New York, continuity editor 

Kirscii Co.. Sturgls. .Mich., general sales manager 
Brooke. Smith. French Dorrance. Detroit 
John 11. Riordan. l.o!t Angeles, vp 
II. 11. l.e(^uatte. New Yoik. secretary, account 
e.\.ecutive 

Lawrence Hcles Hicks. New York, general mgr. 



Camphell-Ewaid, New York 

Jack.non. .New- \rrk, account executive 



Dancer-l'lt/gerald-Sample. New York, researcli, market 

analysis C(K>rdlnator 
John A. <'airnH. New York, media director 
lieiiet llanau. San Jose, partner (now llanau-llyde) 
Ward, .Macdt>nald Stagg. San Francisco, account executive 

Dancer-Flt/gerald-.Sample, New York, copy staff 
ilrad-IIern. Van Hlver ftt Carlyle. .New York, account execu 
I lix.son-<>M>oMnell, New York, executive capacity 
Piiilip Morris He Co.. New York, merchandising director 

Same. vp. radio director 

Knapp-Shepard Inc. (new). .Sew ^'ork. partner 
Duffy A: Fabry. Milwaukee, account executive 
Richard T. Ilrandt. (Jeveland. account executive 
Same, account executive 
(^ompton. New York, radio copy writer 
IIramt>le-Marges<in-(>diorne, Dayion. aecouiit executive 
Hunter. Los Angeles, public relations director 
Same, vp 

Fuller Smith & Ross, Cleveland, account executive 
Niakeiin. New York, manager 

Acme Advertising Agency (new). Portland, head 

I, awrence IJoles Hicks (ni'w). New York, creative director In 

charge radio, copy, research dept. 
Same, vp. general manager 

McCann-Krickson, Chicago, copy dept. manager 

Walsh, .Montreal, account executive, fashion coordinator 

II. II. LeUuatie, New ^'ork . account executive 

Dancer-Flt/geraid-Sample. New York, executive staff 
MacLaren. .Montreal, director French language broadcast- 
ing. Ouebec Province 
Alvin Epstein. Washington. D. C. radio director 

Advertising Agency Assoc.. Chicago, associate 

Royer & Rodger (new). .New York, partner 

Henri. Iluriit & McDonald. Chicago, chief timehuyer, 

assistant to radio director 
Kaplan ^ llruck. New ^'ork. vp 

Kenycn & I'^khardt. New York, radio. teIe\lsion depts. 
Henry J. Kaufman, Washington, l>. C, account executive 

Royer & Rodger (new). .New ^'ork. partner 

Same, tlmebuyer 

Swaney. Drake & Bement. Chicago, copy staff 

Coilins-Cusick-Schwerke & Wild .\d%-ertUing (new). San 
Antonio, partner 

Brad-Bern. \'an Diver & Cariyle, .New York, fashion, pro- 
motion dlv. head 

Same. radi<i director 

Knapp-Shepard inc. (new). .New York, partner 
Klitten & Thomas. Hollywood, account executive 
Jim Ward. Hollywood, radio director 

Flore?.. Detroit, television director, consultant, producer 

Westirn. Los .\ngeles. general manager 

Ross Roy. Detroit, copy staff 

Lindeke. Los Angeles, account executive 

George P. Buente. .New York.similai capacity 

Same, media director 

Coilins-Cusick-.Schwerke & Wild Advertising (new), San 

Antonio, partner 
Wendell P. Coiton, New- York 

Ralpii Yambert Organization (new). Hollywood, head 
Same, general manager 
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(Continued from page 10) 



NAME 



FORMER AFFILIATION 



NEW AFFILIATION 



Fritz C. Hyde Jr. 

William H. Jacobus 
J. Jordan 
Donald 1*. Kennett 

J. Warren Kinsman 



Harry Lampman 

Ralph P. \xw\s 
W . I.. Lowe 

W . B. Massle 
K. J. Maxwell 

t>. Parker McConias 
John r. McLean 
K. J. O'llrien 

KllUitt IV Palmer 
I.eo P. Panibriin 

R. PrU-iiard 

Paul W . Roder 

Kenneth W . Slcklnger 

Kugene W . I niub 

<;race W iillaci- 

SyUester L. Wea\er 



Revere Copper and Brass Inc., Detroit, sales 
manager 

(U'orge I-'. Stein Brewery Inc., Buffalo 
Shell Oil Co.. San Francisco, sales manager 
Montgomery -Ward, Chicago, merchandising 
dept. 

K. 1. du Pout de .Nemour.s & Co.. Wilmington. 

Del., general manager fabrics, finishes dept., 

iioard member 
tllatz IIre%%ing Co.. Mll\%-aukee. general sales 

manager 

HIi/abetU Arden. New \ork. sales nianager 
Paraltine Companies Inc.. San Krancisco. Pabco 

l-'ioor (a>verliig Dlv.. advertising manager 
Key Brands Inc.. Los Angeles, president 
M issourl PacUic Lines. St. t.ouis, advertising 

manager 

Philip .Mortis A Co. Ltd. Inc., New York 

Hall Bros Inc.. Kansas City, advertising manager 

Franklin Life Insurance ('o.. Sprlngiield . HI.. 

sales proinoihtn direct<ir 
Wni. S. Merrell <;o.. Cincinnati 
Stewart-Wm ner <!orp., Clilciigo. radio advertising 

mafiager 



<^il>:i. Pharmaceutical l^oducts Inc.. Summit. 
N.J. 

Oakes X- <'.o.. Ciilcago. dept. manager 

Wni. S. Merrell <^o., <Mncinnatl. production co- 
ordination liead 
Tnicy. Locke. Dawson. Dallas, account eit^'uthe 

.\nierlcan 'I'oIkiccu Co. . New ^'ork. advertising 
manager 



Goebel Brewing Co., Detroit, assistant general sales man- 
ager 

Same, general sales manager 
Same. vp. marketing 

SterchI Bros. Stores Inc. . advertising, sales promotion 
director 

Same. vp. member executive committee 
Same, vp In charge s;iies 

Lever IIro.s., Harriet Hubbard .\yer div.. .New York, head 
Parafhiie Oimpanles Inc., general advertising manager 

Ilen-Hur iVoducts Inc.. Los .\ngeles, vp In ciiargc sales 
.Same, advertising, publicity director 

.Same, executive ^p 

\'eiido Co.. Kansas Citv. advertising manager 

Same. vp. sales promotion, advertising, public relations 

director 
Sanie. advertising 

Majestic Radio A Television Corp.. Elgin. HI., advertising, 
sales promotion, public relations director 

Genenil Electric Co., Bridgeport. Conn., appliance, market- 
ing. merchandi.se dept . manager 

■Same, advertising manager 

.Stewart -Warner Corp.. Chicago. Radio Dlv. advertising 

manager 
Same, market research director 

Prince Gardner Co.. St. Louis, advertising, sales promotion 
ti Irector 

Young Rublcani. .Se%v York, vp in charge radio, television 
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At THE NOTCH 

in the 

k Watchung Mountains 





I^ICPTIGGT'S • • • More than a century of Professional Experience 
at your service. Here IMAGINATION guides and lATEGRITY governs. 

Paul Godley €o. 

COIVSULTING RADIO EIVGIINEEKS 

Broadcasting • Electronics * Communications 



Laboratory: Great Notch, N. J. Office: Upper Morttclair, N. J. Phone: LITTLE FALLS 4-1000 
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YOU MAY BE ABLE TO SPEAK [ 40 IsTifll 



217 WORDS PER MINUTE^ 




BUT— YOU'LL WASTE A LOT OF 
BREATH IN WESTERN MICHIGAN 
WITHOUT WKZO-WJEF! 

l'\>r >oiir iiH'ssu':*' lo In- €'(T«M'liv»' it lirsl iiiiisl hv licaril. Hr«»;ulf:isls 
(>ri<:iiialiii<: ()ul$>i<l(' the We!?tern Michigan area miIFct from a fading 
(-(iiidilioii that MMer<'ly reduces reeeptiou here. 'I'hat's (uie of the 
se^(•ral {;«k>«1 reasons a niiieli hifilier per cent »»f listeners in tliis 

area tune in on •'home" stations. 

Their first «'hoi<-e is the W KZO and WJEF conihinatioii in Grand 
Itapids-Kalanin/.oo. 'I'he most r<'ccnl Ihtopcr Kcport shovs that this 
einnhinatitni attracts I'ar nior<' hslencrs than any other station, or. 
for that matter, any other Jir/icor/; eonihiiuition. And that flix-s for 
morning, afternoon and oening andienecs (from i\ a.m. to 10 p.m.). 

NN e"ll h»' ghul lo seinl yon the eoiiiphMe ri-porl. or if it's more eoii- 
\enienl. jnsi ask \ \ »Ty-Kn«Mh'l. Ini'. 

* I liiyil (•'ililiiiiis, ilw fiimiiiis rrpurlrr. uiis rlnrhotl ul litis lulhinu. sprvil. 



WJEF 



^4^^ IN KALAMAZOO I ^A^txH GRAND RAPIDS 



GMATER WESTIRN MICHIOAN 
(CSO 



AND KENT COUNTY 
(CSO 



Owned and 0PEBftf'° 



^"OADCASTINC 

AVERY-KNODEL, INC., EXCLUSIVE NATIONAL REPRESENTATIVES 



(Coji/iJM<ed Jrom page 4i 

brand in Greater Cincinnati, Wiede- 
mann's Fine Beer. 

John' C. Maupis 

Radio Director 

Stranchen C3 McKhn, Cmcinmti 



RETRY SPOT SURVEYS 
I In your June issue you mentioned the 
fact that Edward Petry is completing 
another spot broadcasting survey. 

Unfortunately I missed the first report. 
I would be much obliged if you could tell 
I me where I could obtain the first survey 
and also the second one when it is 
, published. 

James L. Tabor 
' Radio Director 

Richard A. Foley Advg., Philadelphia 

>■ The Edward Petry organization has sent 
Mr. Tabor a copy of the first survey. The 
second is scheduled for release this month. 



MORE ON "FALL FACTS" ISSUE 

On my return from my vacation I found 
a copy of the July issue (Fall Facts) of 
your magazine. You have put together 
an issue full of facts and one that should 
be most helpful to those who want to 
know what is a\'ailable, not only in the 
way of network shows, but also co-ops. 
Let me congratulate you on your effort. 

However, your anibitious undertaking 
of showing the BMB network maps has 
been most disturbing to us. I realize that 
you endeavor to show Mutual in its true 
light as you did with the other networks. 
In our case you put in stars where we've 
added stations, but somehow many folks 
who have seen the maps did not study the 
stars in detail and lost the effect that you 
were trying to get over in your effort to 
be fair. 

Edgar Kobak 
President 
MBS, New York 



I would appreciate your sending us 24 
copies of your July issue, and billing us 
for same. We are curious to know why you 
omitted the circulation figure on the 
Columbia map, as you ha\'e indicated on 
the other three networks. 

Joseph R. Spadea 

Manager 

CBS, Detroit 

>■ [Space prohibited listing figures in addition 
to station and facilities changes. The latter, 
believed to be more vital to sponsors and 
agencies, could be accommodated in the 
space available for copy below the CBS map. 
This was impractical for the others. 
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REPS AS MANAGEMENT AIDS 

Your page on SPONSOR Reports, page 
I of the current (August) issue is of 
special interest to iiie, particularly that 
paragraph on Reps Turn Managanent 
Aids. This is the very point that we've 
been working on for some time. We feel 
that in too many cases tlie station and its 
national rep are strangers. Even though 
the reps do sit in on management confer' 
ences, very few of them have had ade^ 
quate background, or any background at 
all in station management and operation. 

We're sending out a new pamphlet to 
all people in the industry, telling about 
our service, and I'd like to attach your 
SPONSOR Reports page to all those 
letters which go to station reps, and I'm 
going to mark that paragraph concerning 
reps. 

Fred A. Palmer 
Fred A. Palmer Co. 
Cincmnali 



SAMPLES FOR THE AMERICAS 

We would like to have you send us 22 
copies of your magazine which we could 
send out to our branch offices in Central 
and South America. 

This request is prompted by the re- 
ceipt of a note from our Argentine office 
requesting a subscription for this publi- 
cation. 

For your information we are the Export 
Division of the Sterling Drug Company 
and do a tremendous amount of local 
radio advertising throughout Central and 
South America and although your maga- 
zine does not cover the foreign field it 
helps our various radio departments to 
keep abreast of what is going on in the 
U. S. A. 

G. J. Burke 
Sydney Ross Company 
Newark 



FIVE-SHOW PRODUCER 

I have read your article Radio's Idea 
Man: Independent Producer in the August 
issue with considerable interest because, 
though your writer may not have realized | 
it, he was talking about us too. 

I am sure you will forgive me if I tell 
you that we are weeping in our beer a 
little over not being included as among 
independent producers. Frank Cooper 
personally has been one of the top talent 
agents for over 15 years. He set up his 
own business four years ago and I, who 
have been writer, producer and agency 
executive for those same 15 years, joined 
him 1^2 years ago to put the accent on 
program production. 

(Please turn to page 72) 



JOSEPH HERSHEy m^GILLVRA^ 



•\»»t>ciittv ytt-mln-r \<itit>iml is.siir. oj Hrtmilvn.itfr.i 

m OF THE OLHEST ST\TI(I\ 
REPRESKjmiVES IWITES 
YOl TO THEIR HEiOQl lRTERS 
MWm .\.iR. COWE\TIO.\ 

Hotel AMBASSADOR 



FOR SALKS, SKKVICK AM) (.H'lCK 

McGILLVRA 



EXECITIVE OFFICES 
366 MADISON AVE. 
NEW YORK C IT Y 
Phone MU 2-87.5,1-56 



Offices in all principal Advertiainp Cities 

CHICAGO • LOS ANGELES • SAX FitA\( ISCO 



yl/lotc <~>alcs . . . yVlotc 




FOR PRODUCERS OF 
TRANSCRIBED PROGRAMS 



Since 1933 we have been acting as a clearing 
house for tested and successful ideas. The national 
salesforce of our Merchandising Division which 
serves over 4000 radio stations, advertising agen- 
cies, national and local advertisers, are now selling 
top transcribed novelties and program ideas of 
unusual merit. Our salesforce can carry a lim- 
ited number of additional transcriptions. 



ADDRESS: 

F. P. KENDALL, EXECUTIVE VICE PRESIDENT 
THE NATIONAL RESEARCH BUREAU. INC. 

415 NORTH DEARBORN STREET. CHICAGO 10 ILLINOIS 
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SELL 

1 OUT OF 4 




SOUTH'S No. 1 STATE 

WITHIN OUR 

Primary+Area 




• WINSTON-SALEM 
• GREENSBORO 
• HIGH POINT 
2.5 MV/M 

MEASURED 
SIGNAL 



Today, in addition to successfully 
leprescntiiifj some 18 or 20 of the top 
radio writers and a couple of top singers, 
we control and produce: T/ic A\ai\ Vouiig 
Show, Al Scarce Sho\i; Jim Backus Show, 
Strike It Rich, which has just been sold to 
Ludens, and lied Hook 3/. 

All these are currently on the air and, 
within the nortiial fluctuations of radio, 
all seem to be doing very well. 

Woody Klose 
Frank Cooper Associates, 
New York 



I 




NO LIGHT PROMISES AT WFIL 

Your review on television on page 5 1 of 
the August issue says that — "Although 
promised for 'some time this fall' Phila- 
delphia's WFIL-TV, Fort Worth's 
KCPN-TV, Richmond's WTVR, Cleve- 
land's WEWS will be lucky to be on 
regular schedules by February 1948." 

I don't know what the situation may 
be in the other stations but WFIL-TV 
transmitted its first test-pattern at 9:02 
pni on August 6 and will inaugurate a 
regular daily television program schedule 
on September 13. 

We are just a little hurt that you would 
dismiss a WFIL promise so lightly. 
Better take us a little more seriously next 
time. 

James T. Quirk 

Sales Promotion Manager 

WFIL, Philadelphia 



JORDAN MARSH: 
PROMOTION EXCEPTION 

The article on Promotion and Publicity: 
A LxKik Ahead and Behind, which appeared 
in your July edition of sponsor attracted 
no little attention here at WBZ and 
WBZA, as I assume it did at other sta- 
tions throughout the country. 

The lead paragraph especially hit 
home, where it said: 

"At least 90 per cent of all station 
and network promotion fails to 
achieve for the sponsor the job that 
it sets out to do because of lack of 
c(Xjrdination between the agency, 
advertiser and broadcaster. Radio 
can and usually does a job by itself. 
When it's promoted it has been 
proved that it can do nian\' times its 
normal job." 
Favorite Story, the Ronald Colman dra- 
matic production sponsored here in N'ew 
England by Jordan Marsh ("New Eng- 




"No, no, Stupid, when I said 
KING I meant the 10,000 
watt Seattle Radio Station." 



ACCOUNT EXECUTIVES 

The Pacific Coast's Greatest 
Half-Hour Radio Sfiow 
Is Available 



It's the Joe Hernandez Show! 

Currently under Sponsorship in 
Los Angelei by 

Marsliall & Clampett 
Plymoutfi & De Soto 

1 , The Highest Hooper, six 
nights weekly, of any 
like show in radiol 

2. Biggest mail pull in history 
oF local radio, 56,000 
letteis in five weeksl 

3. More than 1,000,000 
listeners nightly, o( which 
68% are families, home- 
makers, etc. 

The entire Pacific Coast, with the 
exception of the Los Ar\geles market, 
is immediately available. 



JOE HERNANDEZ AGENCY 

954 So. La Brea St. 
Los Anseles 36, Calif. 
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210,200 PERSONS 

$179,469,000 in Retail Sales 
$283,685,000 in Buying Income 

We Lead Day and Night 
in This Big Tri-City Market 

* 

Wrtta for OHr BMB DATA FOLDER 



WSJS 

WINSTON-SALEM 

THE JOURNAL- SENTINELSTATION 

I 

NBC 

AFFIUATt 
NattMal lt*wr«SM«atl«* 
HEADLEY-WEED COMPANV 



land's largest store") through John C. 
Dowd agency and carried by WBZ and 
WBZA, is a brilliant example of complete 
cooperation among advertiser, agency, 
and broadcaster. 

A bang-up publicity and promotional 
campaign, utilizing all media of advertis- 
ing, was employed to introduce the pro- 
gram X.i> ITS Nc^v England radio audience. 
FurthtTmorc, pruTiwtionai activity con- 
tinues — it didii't tcniiinate with the pro- 
gram's debut, 

Lynx MiJiiKow 

Saki Prtmiotion & Publicity Manager 
WBE'WBZA, Boston 



SPONSOR; STATION SALES AID 

I have had the opportunity of reading 
tvJO issues of st\)N3f)R and I am happy to 
say that I rate it next to Broadcasting 
Magflzine. 

There are few magazines that I have 
time to read from the broadcast industry 
standpoint, an J I am sure that from what 
I fiavc read so far in sitiNSOR, it will be a 
gcxini mafJaiJiie for our entire sales staff to 
ftact monthly- Find our subscription 
inclosed. 

Don C. Wirth 

Vp & General Manager 

WNAM, Neenah, Wisconsin 



J want to conf^ratulate you on that 
issue (Fall Facts), It was a crackerjack! 
Muse have convinced even the most 
skeptical that sponsor is important read- 
ing that bflwigs on the top of the pile. 

I know that you are not beaming to 
station personnel. Nevertheless spon- 
sor's articles and tabulations give me, a 
station time salesman, more useful in- 
formation than any other broadcasting 
trade magazine. 

Ted Maxwell 
WNJR, Newark 



INSURANCE 

{Continued from page 66) 

Since it's a known fact that responders to 
any type of advertising are lower in in- 
come than non-responders this i; no sur- 
prise. Had broadcasting not been ex- 
pected to payoff in direct inquiries the 
program might have been judged a suc- 
cess and New York Life might have con- 
tinued to use it as the medium grew. 

Until recently the National Board of 
Fire Underwriters sponsored Crimes of 
Carelessness on Mutual. The program 
didn't rate badly for a low-budgeted 



($8,000 for time and talent) Sunday after- 
noon program, but it didn't satisfy the 200 
members of the Board. Some members 
contended that it didn't lend enough 
prestige, others thought it didn't sell 
enough, etc. The advertising budget has 
been cut and what is left will go for maga- 
zines. Even the fact that local agents 
were permitted to spot chain breaks 
before and after programs didn't sell the 
show. The Board also states that large 
fire losses have forced company retrench- 
ments and this has cut the over-all adver- 
tising budget. They hope to be back in 
radio but not for another year, or 



maybe two. 

Only two of the big six (Metropolitan, 
Prudential, Equitable, New York Life, 
Northwestern, and John I lancock) haven't 
used broadcasting within the past year. 
That's a great change from a few years 
ago when no insurance company of any 
size was on the air, but it's still a long way 
from ideal. What must be stressed is that 
broadcasting is a unique advertising 
medium - a program, no matter how fine, 
can't be thrown on the air while sponsor, 
agency, and the sales organization stand 
around and wait for a radio miracle. 
Broadcasting, like insurance, must be sold. 



Chicago People 

(560 KC) 



12 Noon e4> 6 PM 



seven days a week 



See Hooper for July 
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A 

tough -minded 
examination 
off 1947 
radio values 
shows that 
CBS is the 
most effffective 
networic 
in America, 
today 



Radio (locMi t ttaiid ^<till. \ igoroiis new things 
keep liappeiiing in its solid maturity, as in the 
days of its youth. Yet in all of the swift confu- 
sions of l adio s grov th and change- some simple 
basic yardsticks remain, with \Nhich to measure 
radio network values. 

What are these yardsticks? 

1. Completeness of coverage 

2. Balance of facilities 

3. Balance of program schedules 

These conihine to give a .sometimes-overlooked 
(but very basic) Miea>ure of network efTicieiicy: 

How many listeners delivered 
at what cost? 




Wt' have applied all these yardsticks to all the 
networks in a new CHS study: a useful measure 
of the coi pragp and economies of the networks. 

riie figures show, simply and clearly, that CMS 
is the nm>t elTective network in America, today. 

To see till' study — 

and to set the utiiio-t iu radio \alues. . . 



CBS . . . 
THE COMPLETE NETWORK 



77 Years of Growth thru Sales Service 
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(Representing Radio Sfafions Exclusively) 
CHICAGO DETROIT ATLANTA SAN FRANCISCO 

All offices company owned, staffed, operated. 
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DAVENPORT, ROCK ISLAND 
MOLINE, EAST MOLINE 



Only woe (Ioli\ers satisfactory 
\car-roiiiKl \HC sorx ire lo the 
(Ju.itl-Citics . . . ihe largest 
iiictropolilan area lK»t«eeii Chi- 
r;ii;o and Oinnlia, and helwxeii 
Minneapoli.- and St. Louis. 
Approxinialcly 218,000 people 
work and live horf , . make it 
the 4(Uh retail market in the 
nal iun. 

5,000 Wain, 14J0 Kc. 
eaiic NeC AlfiliaK 

B. J. Pilmcr. Piciident 
Buryl Loiuidgc, Mdnagcr 




WOC-FM 
DAVENPORT, IOWA 

National RcprcicnIatrvtS: 
FREE A PETERS Inc. 



BROADCAST ADVERTISING 

(Coii/iniicJ from /wgc 35) 

It's virtually iinpwssible for a network 
to sell a iiattoiial sponsor on spending his 
money for advertising and at the same 
time serving as a case history for competi- 
tive manufacturers. However, agencies 
and many sponsors feel that an industry 
organization like the NAB might interest 
a corporation in running a test project. 
Agency executives regard this as part of 
the job of the NAB's bureau of broadcast 
advertising. Said one agency vp, "In 
its 25 years of existence the NAB has 
conducted just one broadcast advertising 
research project Joske's. If it con- 
tinues at that pace both television and 
facsimile will be here before a second 
study is completed and ready for evalua- 
tion. Advertising is a fast-moving field." 

While agencies agree that the Joske 
experiment was successful, they also fee! 
that it hasn't been promoted directly — 
that it has been left to stations to carry 
the news. They feel that the department 
store .advertising managers themselves 
should have been on a special NAB mail- 
ing list and received blow-by-blow re- 
ports. "If NAB has a department of 
broadcast advertising," one sponsor asked, 
"how is it that I, head of an organization 
spending $3,000,000 a year in national 
advertising, have never received a single 
piece of mail from them." 

Another Pellegrin assistant is Hugh 
Higgins, under whose direction are issued 
the reports on "radio results." Plagued 
by budget considerations and no assist- 
ance, Higgins is forced to conduct his 
activities on a penny-ante basis. Many 
agencies havenever seen an NAB"result" 
presentation. The NAB does little more 
than make them available to stations. 
Agencies feel that most stations and even 
networks are not geared to do broadside 
promotion to industries. They note that 
a time salesman is judged on sales that he 
closes not those he opens. The long- 
range prospect, the man who won't buy 
today, is generally left to himself until he 
makes up his mind — if he ever does to 
become a sponsor. 

Evaluation of the work of j. Allan 
Brown, another of Frank Pellegrin's as- 
sistants, is included in the report on 
NAB's small market operations rather 
than in this sect on on analysis of broad- 
cast advertising promotion. 

In brief, most advertising agencies — 
and some sponsors— see in NAB's bureau 
of broadcast ad\'ertising a department 
that might help theni sell more broadcast 
advertising that might supply them 
with the tools with which to advocate the 
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PHILADELPHIA'S PIONEER VOICE 



REPRESENTED NATIONALLY lY 
GEO. P. HOLLINGBERY CO. 
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use of broadcasting. "Unfortunately, the 
operation hasn't begun to make itself 
felt." That's the way the lu w head of 
one of the biggest billers of broadcast ad- 
vertising in the agency field said it. 
Quotes : 

"Broadcast advertising can be sold as 
a field by the NAB and it siiould be. 
Only an association can forget the indi- 
vidual sale and approach the problem as 
an industry one." — New businessman for a 
small agency in Baltimore. 

"Without broadciist advertising, Amer- 
ican radio as we know it just wouldn't be. 
Therefore it seems to me that the NAB's 
first job is to sell broadcasting as an adver- 
tising medium." — Timebuyer for an agency 
with headquarters in St. Louis. 

"It is impossible to get too far away 
from the fact that no division of a trade 
association can get very far beyond its 
budget. NAB hasn't given its bureau of 
broadcast advertising any real money to 
spend. Actually it has squeezed the 
maximum results out of every nickel it has 
spent in this direction." — Radio director of 
an important New Orleans agency. 

"It takes money to get business. NAB 
isn't spending it in that direction." 
— Advertising manager of a radio set manu- 
facturer. 

BMB EVALUATIONS 

(Continuei from fijige 35) 

have forced us into other mediums, de- 
spite the fact that broadcasting was doing 
a job for us. Without a BMB or its 
equivalent wc would never have had the 
answers to spot coverage that our sales 
department was consistently requesting. 
Without definite information on where 
the stations we were using could be 
heard, it would have been impossible for 
the sales promotion department to place 
point-of-sale material properly or to 
arrange for distribution that would 
parallel our air advertising. 

"Before BMB, we placed a great deal 
of broadcast advertising with a hope and 
a prayer. If things started to get tough 
a hope and a prayer wouldn't be sufficient 
and we'd spend our advertising dollar 
where we could see its results." 

This advertising man pointed out that 
figures which, like BMB's, are a year old 
(it takes about eight months to process 
the BMB ballot-type of survey), aren't 
ideal. At the same time he agreed that 
any coverage figures that were compara- 
tive were good. He noted that even the 
Audit Bureau of Circulation figures cover 
periods that are more than six months old. 

As to the type of figures and informa- 
tion delivered by BMB, there is plenty of 
hedging on the part of both agencies and 
sponsors. Both groups want figures that 
will tell them at a glance the average 
audience expectancy that 'their programs 



would have on each station or network. 
Several agency rcsearcii men report that 
they have developed formulas enabling 
them to ascertain listener-expectancy 
figures from BMB data. These men 
admit that their formulas need more 
testing and question whether or not it 
is within the scope of the BMB to pro- 
ject figures. Other research men stress 
the fact that few agencies or sponsors have 
radio research departments large or 
capable enough to handle the "higiier 
mathematics" required to convert the 
"raw figures" of BMB into audience- 
expectancy figures for a program. These 
latter men were of the opinion that tlie 



Broadcast Measurement Bureau must de- 
vise research methcKis so simple that the 
"figure haters" will understand and use 
them. . . . 

. . . and that the s<x)ner the NAB 
becomes just one of the associations oper- 
ating BMB the better. 

Quotes : 

"BMB has to live and grow. It must 
be made financially strong enough to be 

tough and independent." — Advertislns man- 
ager of sponsor spending next to the top 
money for spot radio. 

"BMB must not permit itself to be a 
football of either Hcwpcr or Nielsen. 
Publicity linking the crgpnization with 
{Please turn to p.tge 85) 




SEPTEMBER 1947 



81 




Recent program surveys reveal facts 
tele\'isi()n program men generally know. 
In New York NFiC's latest survey placed 
set owner interest in the (bllowing order: 

(IhaiilpluiiNhip I'ii^hls 

Kruf I '1 lieutiT (hour dr:iiii:is) 

Nows 

KoCiilMr Flilliis 
ll;lsi'l<;lll 

l'\*;ilure LviiCtli Motion IMcdires 

When NBC was broadcasting full-length 
plays on Sunday nights this feature led 
most surveys made. * * * WABD 
(DuMont^ which has the only program 
service in New York on Tuesday nights, 
made a 5,000 mailing to set owners and 
received a better than 14 per cent reply. 
All its foui Tuesday programs had good 
viewing, only the educational Scrviug 



thru Science dropping below 50 per cent 
of the returns in the "regular viewing" 
category. The four programs rated in 
this manner: 
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• * • A West Coast survey is currently 
being tabulated; advance indications 
are that sports lead on the Pacific as they 
do on the Atlantic. WBKB, Chicago, 
survey indicated that sometime ago. * * * 
New York w'ill have 50,000 receiving sets 
in operation by October 1 . This is based 
upon fact that more than 800 receivers 
are pouring into homes every week. 
Other areas where television is in the 
public news will rate in the following 
"set" order by the October 1 date: 

Philadelphia, 8,000 

Chicago, 6,500 

Los Angeles, 4,500 

Detroit, 3,000 

Washington, 2,500 



St. Louis, 1,500 

Schenectady, Albany, Troy, 1,000. 

Station rates in the areas where there are 
commercials will not change radically 
between now and the October date. Both 
DuMont's WABD and WBKB set new 
rates during August. DuMont is now 
charging the new rates which are based 
upon $800 an hour. WBKB's new scale 
is based upon an hourly rate of $375. * * * 
CBS' latest selling appeal to sponsors is 
the suggestion that they use their own 
commercial films on WCBS-TV. Over 
70 per cent of the nation's national adver- 
tisers are said to have at least one film 
which would make a passable air show. 
* * * KTLA, which hopes to be the key 
station of a Paramount Pictures TV net- 
work, is expanding its staff which in the 
past has consisted mostly of Klaus Lands- 
berg. * * * Problem of checking a telecast 
for a sponsor has been tackled by Benton 
& Ek)wlcs for their client General Foods. 
Two scannings of Author Meets the 
Critics were recorded in sound and on 
film for client checking recently. 




While emphasis is being placed upon 
FM stations receiving network program 
service, one factor is being ignored. 
Until there is coaxial cable across the 
nation, network programing over FM will 
not have FM quality since there are no 
facilities for full fidelity through any 
present telephone lines. All that FM can 
air for network programs is a static-free 
signal. • * * Clever station operators in 
the FM field are building audiences for 
themselves without a network crutch. 
They are viewing Stromberg-Carlson's 
sponsorship of a 30-piece orchestra over 
the Continental FM Network as being of 



more importance than Petrillo's refusal 
to permit duplication of AM programs on 
FM stations. Stromberg's program will 
present musical selections that emphasize 
the basic difference between FM and AM. 
The program will originate at WHFM, 
Rochester, and will go, within a short 
time, to 22 FM stations. * * * KRON, the 
San Francisco Chronicle's FM station, 
will restrict commercials to two minutes 
in each daytime quarter-hour. The news- 
paper publisher, George T. Cameron, 
pointed out when announcing this that a 
class broadcast service (high fidelity, 
staticless) should have a high commercial 
standard as well. * * * Washington (D. C.) 
Post conducted a poll for WINX in June 
1947 and came up with the amazing in- 
formation that there appeared to be 66 
per cent more FM radio receivers in 
Washington homes (14,500) than any 
figures dared to claim heretofore. WINX 
will have a continuing check from now 



on. * * * Lowest-priced FM convertor to 
date is the Meek Convertor priced at 
$19.95. Sponsor has not checked the 
instrument yet. * * * Hugh Terry, man- 
ager of KLZ-FM as well as KLZ, is 
putting his promotional ability to work 
on FM. As soon as he placed the station 
on the air, one-sheet silk-screen posters 
were sent to all radio dealers which em- 
phasized the new FM station's six-hour 
schedule and its regular broadcasts of the 
Denver Bears home games, day and 
night. Terry has plenty of plans that 
should make Denver FM-conscious. * * * 
KBUR s sister station KBUR-FM is 
claimed to be the first FM station in the 
state of Iowa. It's operating on an 11' 
hour schedule, 12 noon to 1 1 p.m., carry- 
ing all the non-musical programs of ABC. 
Even before the station was on the air a 
check-up revealed that there were a 
number of FM-AM sets in the area 
served by the Burlington station. 




New facsimile patents developed by 
Captain W. G. H. Finch will eliminate the 
costly paper required by both the Finch 



and other FAX systems to date. During 
the last month Finch demonstrated four- 
color FAX for the press, engineers of the 
FCC, and a number of inventors. Paper 
used, for either the new Finch black and 
white or color transmission, can be any 
typewriter, telegraph, or business machine 
rolls. Tests shown to press and trade 
compare favorably with any FAX seen 
to date. * * * WFIL (Philadelphia) plans 
for FAX will be in the form of limited 



reception with receiving sets located at 
strategic points in the Quaker City, 
rather than in the home. Roger Clipp, 
general manager of WFIL and WFIL-TV, 
expects to establish a special deal whereby 
pioneer sponsors of telecasts will also get 
a bonus in the form of being able to buy 
space in the FAX edition of The Evening 
Bulletin, the newspaper owning the sta- 
tions. Rate card naturally is a thing of 
the future. 
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readymade television 
audiences on 
Du Mont Station WABD 
new yoric 



yanl^ee base! 



Tlic lasi paines of llie season — one of the iiiosi |>oi)iilar fcaliires on tlie Television 
screen. Many of lliese will be llie only Raines l<> lie l<'lecast on llie riays lliey arc 
|)layetl. 




act it ou 



When you get 1119 
audience letters from 
the very first ail ing of 
a television sustainer, 
you know you have 
a hit. 



small ftij 



Uncle Bob Emery's winning 
personality won the hearts 
and loyalties of youngsters 
in every television home. 
Your own 15 minute segment 
1 day a week or 5 days a week. 



If you are interested 

in any of these proven programs 
in V.'ashington or New York, 
phone or wire today. 

VVABD-DU MONT 

515 AAadison Avenue 
New York 22, New York 

Phone PLaza 3-9800 



NEXT 
BUDGET! 

Don't forget television. 
The audience is growing 
like corn on a hot night. 
By this time next year 
it v/i!l be tremendous. 



WABD 

NSW YORK 



Key station of the uU IVi LI |l 1 
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A GREAT 

Southern Market 

:> Populalion 

Combined: 1,000,000 
Urban only: 131,0C0 

Johnson City 34,CC0 

Kin$sport 

Bristol 

Elizabethton 
Greeneville 
Erwin . 



33,OCO 

-o,cco 

20,000 
8,CC0 
6,000 



Industry 



Plastics 

Textiles 

Bookbinding 

Hardwood Flooring 

Hosiery 

Rayon 

Silkmills 

Furniture 

Foundries 

And many others 



Agriculture 



Tobacco: 100,000,000 

pounds sold annually 
Beans: World's largest market 
Dairy 
Poultry 
Livestock 



Tourists 



Heart of TVA recreation 
area. Gateway to Great 
Smoky Mountains 



Wealtli 



Highest income bracket 

group in South 
Richest and most thickly 

settled rural communities 

in South 



WJHL IS the only full time regional 
station serving f/iis area. Thirty- 
two BMB counties with 85,020 
BMB radio /lomes. WJHL is "most 
littened to" in ten of its 32 6A^6 
counties 



John E. Pearson Co., — Reps. 



910 Kc 



WJHL 



5000 Watts 



Johnson Cily, Tenn. 
ABC Full Time 



Small Markets 

Liillo sisiiiiMis ifl*riiaio a;^t3iieies: 
SfiiMisors \voiil«l use iliciii. Iiiii — 



More sponsors and agencies had ideas 
about what NAB could do lor small market 
stations than had ideas about any other section 
ol this Evaluation. Contributing ideas were 
63 sponsor and 39 agency executives. They 
were from all departments, even including an 
agency copy man. 

Sponsor executives look upon small 
market stations just as they look upon 
small town weeklies. But they find snnll 
market stations much more active in try- 
ing to obtain their slice of national adver- 
tising budgets. That makes them more 
troublesome to national advertisers' sales 
and advertising managers. It also pro- 
vokes some pertinent observations on 
small market station operations and the 
NAB's small market station committees. 

"1 can't blame a local market station 
for trying to get some of our spotad\ ertiS' 
ing," said one food manufacturer's gen- 
eral sales manager. "However, it is my 
feeling that their association (NAB) ought 
clear to figure out someway toenableme to 
buy advertising at the same cost per 
listener that 1 buy it for on regional and 
channel stations. 

One agency man who came to the ad- 
vertising field from a 250-watt station 
operation feels that no good can come 
from current agitation for another broad- 
cast ng association. He stated that mul- 
tiple associations in the broadcast field 
prevent the unity which must prevail if 
broadcasting is to prevent the inroads of 
other media on radio's share of the adver- 
tising dollar. He understood why, but 
didn't like the fact that there was now an 
FMA (Frequency Modulation Associa- 
tion), a TBA (Television Broadcasters 
Association) and, in the work', an FBA 
(Facsimile Broadcasters Association). 
There is a facsimile group in existence 
now but it's not in the form of an associa- 
tion, rather as an underwriter of certain 
FAX e.xperimentation. This agency e.\- 
eaitive said: "I know that it's hard for a 
successful standard broadcasting station 
to see a new type of broadcast service take 
away part of its audience. But the entire 
field would grow faster and healthier if 
the NAB were big enough and honest 
enough not to carry the hall for any type 
of service hut do the job for all." 

Quotes: 

"Small markets? There are no small 
markets, just markets where it's too e.\- 
pensive for us to sell our products. Make 
it easy and profitable to sell those markets 



and we'll be using stations in them. Can 

the NAB do that?"— Canned meat products 
advertising manager. 

"When small market stations deliver 
sales, we'll be using them. Let the NAB 

help them do that," — sales manager of na- 
tional beauty product manufacturer. 

"How can the NAB properly service 
small market stations and regional as well 
as clear channel broadcasters? When a 
decision is to be made about a policy 
matter which involves a number of small 
market stations within the orbit of a 
50,000 watt station no association can 
serve the best interests of all." — small ad- 
veitising agency radio director (he's the de- 
partment). 

"The BMB part of the NAB operation 
has no doubt helped a number of small 
market stations. It has also made it 
impossible for a number of small market 
broadcasters to sell what they have. It 
might be interesting to have an executive 
v.p. of the association for each t>pe of 
broadcast operation and let them fight for 
their 'clients' within the association. 
Then maybe radio would get somewhere." 
— timebuyer of one of the top 10 agencies. 




<At/antic City's Hotel of Distinction 

ATTENTION 
DELEGATES 

We invite all delegates to the 
NiStiondl Association of Broadciasters 
Convention in Atlantic City, Sept. 
13th to 18th to make this lovely 
hotel "Your Headquarters." 

Beautifully Furnished Rooms . . . Salt 
Water Baths . . , Open and Inclosed 
Sun Verandas . . . Sun Decks atop . . . 
Cuisine Unsurpassed . . . Garage on 
Premises . . . Every Facility . . . 

/Attractive /?ates 
All N. A. B. De/egates 

Exclusive Pennsylvania 
Avenue and Boardwalk 
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WMIX 

1000 

Watts AM 
at 940 

15,700 

Watts FM 
at 94.1 



COVERAGE 

THE RICH 
DOWNSTATE 
ILLINOIS 
MARKET 

WMIX 

"Southern Illinois* Most Powerful 
Radio Voice" 
in 

MT. VERNON, ILLINOIS 

WMIX it the only ttition (hit 
coven the entire Southern llllnoii 
Market with both AM and FM 
at one single low rate. 

No. 2 Radio Center, Ml. Vernon, III. 

National RcprcsenUtive 
John E. Petrson Company 



SELLING 
POWER 




in the Nation's 
12th Market 

CBS Network 
5000 Watts 
Day and Night 

G. Grisnon. Gen. M>;r. 

WISN 

Tlic Katz Agency. Inc. 
N.itl. Represenl.itives 



LABOR RELATIONS 

(Cc)i/i)ii(ct/ jrom page 33) 
qu.atcly and are honest in stating that it 
is their feehng that they won't be faced 
at this convention either. One sponsor 
summarized tiie feelings of most of the 
advertisers who contributed to this NAB 
Evaluation Issue, "It's almost certain that 
any trade convention at this time will 
reflect a sanguine attitude on unioniza- 
tion. When management is in the 
ascendency that's the time to fashion 
a sound labor relations policy." 

No advertising agencies had any labor 
relations comments to make. The mere 
question gave most account executives 
the same shivers as losing a major account 
and resulted in the same "No statement 
to make" reply. 

Quotes: 

"Because only the networks and big 
stations have been directly faced with 
real labor problems (a few smaller ones 
have also but these are the exceptions 
rather than the rule), it's understandable 
why most stations don't cooperate with 
the NAB Labor Committee. Let them 
all have a little taste of unpleasant 
employee-employer relations and they'll 
rush to their trade association for help." 
— Personnel head of a carpet manufacturing 
organization that has used radio. 

"The biggest field for the NAB or any 
other trade group is that of its members' 
labor relations. Only when companies in 
any field work together can an industry 
achieve stability with unions." — Public re- 
lations executive of a big steel fabricator. 

"With trade associations, labor is like 
weather, everyone talks about it but 
practically no one does anything." — Vp of 

a manufacturer who is also vp of the industry 
association in his field. 

BMT EVALUATION 

{Contiuued Jrom page 81) 
either should be squelched for neither in 
the trade nor sponsor mind should BMB 
be allied with any other research organiza- 
tion." — Business manager of the radio de- 
partment of one of the top ten advertising 
agencies. 

"It's a shame that CBS that fathered 
the formula on which BMB made its first 
survey should not liave been willing to go 
along with the research organization in 
using BMB figures. It just proves the 
fact that the use of research figures must 
be controlled at the source. That's an- 
other NAB problem." — Advertising man- 
ager of a sponsoi with two programs on NBC. 

"Give NAB the credit that it deserves. 
It forced BMB into being, brought the 
four networks into line and got behind 
the idea strongly enough to raise the 
money that made the first survey possible. 
The association of broadcasters takes 
plenty of raps — let it take a bow for 
BMB." — Divisional sales manager for a na- 
tional food manufacturer. 
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SPEAKS 

Let's Sell Radio! 

I 'rimed lUTi' is a li-ltcr receivcil from Kay 
Nrl-ioii. Iii'ad ol his own Xi'W York adver- 
tisiiii; aiffiicy and fornu'rly a prOKram 
diri-clor of station WOK. \\ c can thmk of 
III) l)i'lti-r fi)llo\v-up to our August editorial, 
Z.C/'.? Slarl Srllii:' Radio. We coiisick-r it 
■■iilust" readirt; lor station e.\cruti\cs as 
this .\'.\H .-ession convenes. 

"I can't, for the life of me, figure out 
why the radio powers-that-be, heading up 
a medium that's intangible from the word 
go, continue to ignore the importance of 
industry-wide promotion. 'Promotion' is 



probably a badly chosen word it's fre- 
quently 'justification' we have to worry 
about. 

"A client is usually a hard-headed 
business man who, naturally enough, 
leans towards the facts and figures school. 
Competing media olier him ABC circula- 
tion statistics, result stories, and never- 
ending promotion. Radio can show re- 
sult stories, alright, but in place of 
statistics it pitches ratings and coverage 
figures, neither of which can possibly be 
exact and neither of which has the 
legitimate ring of a sworn statement of 
circulation. So far as promotion is con- 
cerned, even in the face of continuing 
competitive pitches from other media, 
radio offers blank, period. 

"It seems to me high time stations 
realized that time buying isn't the only 
important facet of the agency's radio 
activity- it's our time selling that puts 
the works in motion. The broadcasters 
seem to have lost sight of the fact that in 
the final analysis they pay the advertising 
agent's coinniission, on the theory that he 
is directly instrumental in the sale of 
time. I think that the sales ammunition 
corollary to that is obvious. 

"I've pounded away at the network 
boys and independent station men and 
network men alike, before, during, and 
after the war. I can't say that I got 
very far. 

"Hope you light a bonfire t h-i-s big." 



It Didn't Happen, but 

Several months ago when it seemed 
apparent that Fred Waring would be 
moved from his NBC half-hour 1 1 a.m. 
spot to 10 a.m., the American Broadcast- 
ing Company realized that while Waring 
was no threat to its 1 1 a.m. Breakfast in 
Hollywood his music might raise hob with 
My True Story, on that network at 10. 

Executives journeyed to Chicago and 
sold morning sponsors on ABC on a co- 
operative a.m. promotion for the entire 
9 to 12 skein of programs. The cost was 
to have been $65,000. At that time every 
advertiser involved saw the need to fight 
and build their audiences, an indication 
that sponsors do realize that they have a 
joint responsibility with the facilities they 
use to build audiences. 

It would have been a good fight. It 
won't happen because one of the sponsors 
involved cancelled his program due to a 
disagreement with ABC's continuity ac- 
ceptance department (bad taste, etc.) and 
at the last moment another sponsor 
realized that he'd be fighting himself if he 
subscribed to the fund (he's on other net- 
works too) and changed his mind. 

Promotion is a vital part of broadcast 
advertising. Even if the ABC a.m. pro- 
motion won't come off, what ABC execu- 
tives discovered is that sponsors will 
share promotion costs — if the idea is sold 
properly. 



Sponsor of the year 

Paul W eeks Litchfield, Chairman of the 
lioard of the Goodyear Tire and Rubber 
Company spo.nsor's selection for spon- 
sor o( the year 1946-47). 

When all business was switching to a 
hard-hitting commercial philosophy, Paul 
Litchfield invested $1,000,000 a year in 
the future of America, in spreading a re- 
flection of the words and deeds of the 
greatest story ever told. 

W lun Jim Ellis. President of the Kud- 
ner .Agency, brought a program to Akron 
for his client and friend. Litchfield, to 
hear he knew that so-cal'ed practical ad- 
vertising men would think him crany. 
The program he carried was not a straight 
•celling effort could not be made into a 
straight ;id\ ortising vehicle as broadcast- 
ing had known commercials down through 
its 27 year history. I k' knew that it was 
Iraiight with dynamite, that it carried 
within the half ho;ir engra\ed on the 
.ludilitin record cleivents that couki, if 



Applause 

misused or misjudged, destroy the great 
corporation of his client. 

He put the transcription on a turn- 
table wpited for a reaction from J. K. 
Hough, Goodyear Advertising Director; 
D. T. Buchanan, Advertising Manager; 
most of the major executives of the finn 
and Paul Litchfield. The management 
group he?rd the disk through to its com- 
pletion. Then the Advertising Manager 
said, "Here's something that we can't 
overlook." Litchfield's answer was, "Here 
is something that wedon't dareoverlook." 

A second recording was made at Good- 
year's expense. It was as good as the 
first. It brought the story of the golden 
rule of living to all who'd care to listen. 
Litchfield bought the program. 

That still wasn't the end. There was 
feeling that The Greatest Story Ever Told. 
as the program is titled, wouldn't accom- 
plish anything for Gcxidyear without ad- 
vertising coiit nuity that tied up the 
"Greatest Name in Rubber" with Tl\c 
Cr cutest Story Ever Told. 



"1 



Once again Litchfield stepped into the 
picture— with an emphatic "NO." 

It took no little courage to spend a 
million a year for a program without 
selling. But Litchfield felt he knew his 
Goodyear customers felt that this pro- 
gram without advertising would sell tires. 

Paul Weeks Litchfield has been selected 
as si>o.\sor's first Sponsor of the Year 
because he recognired the vital need at 
this time of spreading the doctrine of 
"peace on earth to men of goodwill." He 
was named Sponsor of the Year for this 
reason and for still another. An indus- 
trial empire runs on profit. Although a 
$1,000,000 a year broadcast program 
might spread the guidance of the greatest 
teacher of all time, it still had to sell 
Good>ear tires and rubber products. 

1 1 does. 

So this publication is honored in placing 
as number one among the sponsors of 
1946- 1947, Paul Weeks Litchfield, who 
has proved that program? sans ad\ ertising 
can sell. 



86 



SPONSOR 




The WLW Mailbag Club held its annual 
picnic in Cincinnati on July 19. 

That in itself is not unusual. The picnics 
have been held every year, except during the 
war, since 1933. Neither is it ^unusual that 
six states were represented by the nearly 
3,000 members in attendance. Nor that many 
drove all night to be on hand . . . that entire 
chapters arrived by chartered bus. It happens 
every year. 

What is unusual is the very nature of the 
club itself. Since its establishment by WLW 
in 1928, the membership has grown to more 
than 10,000 — with members in 43 states, 
Canada, England, Holland, Belgium, Sweden, 
Australia, New Zealand and India. Nearly 
one-third of the members are shut-ins and 
physically handicapped persons. The rest are 
persons who, like WLW, are interested in 
actively helping these shut-ins— to lend en- 



couragement, create new interests, make new 
friends . . . anything to combat what otherwise 
might be a very dreary, neglected existence. 

For its own part, \X'LW provides the Post- 
mistress and two fulltime assistants, broad- 
casts a weekly Mailbag Club program, pub- 
lishes a monthly Club newspaper, and has 
established a Craft Shop through which many 
members have become self-supporting by the 
sale of their handiwork. 

To the best of our knowledge, this is the 



only club of its kind in existence with scores 
of chapters actively organized for the sole 
purpose of bringing sunshine and cheer into 
the lives of the less fortunate . . . which aids 
materially in the maintenance and livelihood 
of other unfortunates. 

The history of the WLW Mailbag Club 
and its activities is truly heartwarming and 
real ... a humanitarian project which The 
Nation's Station is indeed proud to have 
established and encouraged. 
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CLEVELAND'S 




ST AT ION 



Yes, 850 on your dial in Cleveland 
wins you more listeners . . . more profits 
per dollar spent! WJWs not a chance 
bet . . . the odds are with you, for 
consecutive Hooper ratings show high 
audience figures all day long! WJ W gives 
you more daytime listeners per dollar 
than any other Cleveland station! 




BASIC 

ABC Network 

REPRESENTED 



CLEVELAND 



850 KC 

5000 Watts 



r4ATIONALLY 



B Y 



HEADLEY-REED 



COMPANY 



